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THE ANDERSON MODEL 45 
LIQUID MOLD FILLER AND 
THE ANDERSON MODEL 46 
ICE CREAM MOLD FILLER 
CAN BE LINED UP SIDE BY 
SIDE $O THAT THE SAME 
CONVEYOR CAN BE USED 
OPERATION, HOWEVER, |S 
SEPARATE 
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FAST-DISPENSING MACHINES 
DESIGNED FOR DURABILITY 
.. SIMPLE AND ACCURATE 
OPERATION 


For Dispensing Ice Cream 


The Anderson Model 46 twenty-four cavity 
mold tiller is designed for dispensing We 
cream and other products having the con 
sistency of we cream. When hilling single 
or twin molds with one flavor, operation 
is fully automatic, hlling 24 pockets at one fst 3 P . 
ume. When dispensing two tlavors (mult For Dispensing Liquids 
flavor molded bars; combinations of ie » 
cream, sherbert, we) operation is sem: “. Ingenious in design, basically simple in 
automatic with 12 pockets being tiled ata ; operauon, the Anderson Model 45 liquid 
ume. Quanuty adjustment of trom 2 to 4 >! mold filler is the answer to fast, accurae 
ounces 1s possible, and while the machine , production of molded hquid bars. Oper 
in motion. Like the Anderson 45, this a ’ : es ation is fully automatic Single or twin 
unit Operates in a conveyor line mold is ey _ molds can be filled by the Anderson 45; 
raised to filling position then lowered a... 4 ee the machine is equipped with a measuring 
again to continue on conveyor. Timing ——. ae cylinder for each cavity in the mold. Quan 
and accurate dispensing is of paramount uty is adjustable from 2 to 4 ounces by 
importance in both ot these Anderson using different size valves. Because mea 
models. All parts that contact ie cream . a surement is accurate, collars on the novelty 
are stainless steel; the imsuiated hopper are eliminated. The tank and all parts that 
has a 14-gallon capacity and is divided in agit contact the liquid are of stainless steel; 
two equal sections; floor space taken by gee nozzles are of Neoprene and are remo 
the machine is 26° x 28. investigate the ——_ able. The Anderson 45 takes up only 18” x 
Anderson 46; see how it can also be lined Foal ) 26” of floor space and stands 60” high 
up on the same conveyor with the Ander Get all the facts on this outstanding ma- 
son 45 a chine. See how it can increase volume and 
reduce your production costs 
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Use This Handy Coupon For Quick Information. 


ANDERSON BROS. MFG. CO., ROCKFORD, ILLINOIS 
Please Send Bulletin No. 12-2 
Name 


Address 


seer e fees. * 
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USE EM FOR YEARS! 


Now, More Than Ever Before, It’s DURABILITY 
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, ° The New SAVAGE Line Includes 
¢ 13 Different Cabinets 
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3 and 4 hole single, 4, 6, 8, 10, 12 
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NEW, OPEN-TOP KELVINATOR 
“SHOWCASE GLASS FRONTS 


Tops for 1952 in point-of-sale attraction! Leaders in impulse selling ! See them—and 
see why they'll sell your ice cream. Here are new, beautiful open-top Kelvinators— 
with exclusive, separately lighted glass “showcase” fronts—with eye-appealing, 
illuminated superstructures that stop shoppers and light the way to your product. 
Here's magnetic merchandising that encourages more self-service sales . . . more 
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CHOCOLATE 











New Profits for Small Stores... Extra 
Profits for Big Stores! Kelvinator Model 
KM-9 —holds approx. 360 pint packages. 
Field-sales-tests proved it to be excep- 
tionally high in impulse-sales valve. Length: 
42%". Width: 30%". Height: 55)". 
Approx. Shipping Weight: 454 Ibs. It's 
your best silent salesman in small stores 

. an excellent “spot-special” in big 
stores! 
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See how Kelvinotor hos planned o cabinet for every stop every location Get more _ 
every situation’ Write today for your copy of Kelvinator's new ice Cream Mer 
chandiser Catalog, showing a full line to meet your every need. KELVINATOR 
Division of Nash-Kelvinator Corporation, Dept. !f-12. Detroit 32, Michigan 
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MERCHANDISERS 
for More |MPULSE sales...Bigger Profits! 


7-44 2 22 ss 


profit for you. And because they're Kelvinator you're sure of more dependability— 
greater durability—lower operating cost! Remember, too, there’s a Kelvinator 
Merchandiser for every type of stop. Check your needs and order now. For full 
details, see your Kelvinator representative—or write, phone or wire Kelvinator, 
Division of Nash-Kelvinator Corporation, Detroit 32, Michigan. 
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Big in Capacity! Big in Sales-Power! 
Kelvinator Model KM-12—holds approx. 
470 pint packages. Small investment — 
big return for every type of store. Length: 
54". Width: 30%". Height: 554". Ap- 
prox. Shipping Weight: 499 ibs. Pian to 
put several KM-12's on your soles-force 
in food markets! 
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Git Hielwasecatov 


THE BEST KNOWN NAME ON MODERN ICE CREAM CABINETS 
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Marlo 
Evaporative Condenser 


with Marlo cooling units 


| 
Engineered for more efficient re-cycle cooling, Marlo Evaporative Con- 
densers and Cooling Towers cut cooling water consumption up to 95%—a 


substantial and steady saving your clients can count on. . . just one of the 
big Marlo economies. 


Other Marlo features that mean better installations for you... 


Durability... Marlo Units last longer—with all galvanized construction that 
resists corrosion. 


Quietness . . . Sound-deadening interiors, silent V-belt drive assure low noise- 
level operation. 


Compactness . . . Mario Units are installed easily—with minimum expense. 


AMecessibility . . . for fast, simple, economical servicing. 


Write for complete details on Marlo Evaporative Condensers and Cooling Towers. 


~~ 
MARLO "HEAR ansrer 


be 


COIL CO. « 6135 Muachester Rd:-s St. Louis 10, Mo. 
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...and may the coming year 
bring you all the happiness 
and prosperity you 
could wish for 


* POPSICLE”’ and “JO-LO” are registered trade marks of the Joe Lowe Corporation, 
New York 1, N.Y. 


JOE LOWE CORPORATION 


601 WEST 26th STREET, NEW YORK 1, N.Y. 
400 WEST OHIO ST 2744 EAST 11TH ST 100 STERLING ROAD 
CHICAGO, ILL LOS ANGELES; CALIF TORONTO, ONTARIO, CANADA 
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We need 3000 Carhath 
OF Strap a 


Every pound of dormant serap 
you can furnish will help to 
keep the steel mills and 
foundries producing 


Stee! mull furnaces are gobbling u 
scrap faster than it’s being delivered. 
To maintain planned schedules of steel 
production for both military and civil- 
lan purposes, the mills must have 
more iron and steel scrap. 


Get in the Scrap — Yourself! 


Whatever your business, you un- 
doubtedly have scrap. If there’s dust 
on it or rust on it—it may be scrap. 
If it’s scrap—it’s needed. 

Turn it over to your local scrap 
dealer and help lick this critical scrap 
shortage. 


What you can do to help 
1. Appoint one top official in your plant 
tu take full responsibility for surveying 
the plant and getting out the scrap. 

. Consult with your local Scrap Mobiliza- 
tion Committee about its program to 
help out in the scrap crisis. The nearest 
office of the National Production Au- 
thority, Department of Commerce, can 
tell you who your local Scrap Mobili- 
zation chairman is. 

. Call in your local scrap dealer to help 
you work out a practical scrapping 
program. Non-ferrous scrap needed, too! 

. Write for free booklet, “Top Manage- 
ment: Your Program for Soom 

Scrap Recovery”, addressing Advertis- 
ing Sensesll 25 W. 45th St., N. Y. 19. 





Purchased scrap used* 


*All consumers 





FACTS YOU SHOULD KNOW ABOUT STEEL PRODUCTION 


Stee! PISGUTEOM. «ccccvesecencceseocess 
Estimated capacity eC oeeereeecececs 


97,800,000 net tons 
119,500,000 net tons 
29,500,000 gross tons 


Estimated purchased scrap requirement’. . 1952 36,200,000 gross tons 





This advertisement isa contribution, in the national interest, by 


ICE CREAM FIELD 


Ice Cream Fietp, December 195! 








Gh 


ee - 


=. 
> 
on" Se 


ys 


y \ 
VY 


& AMERICAN FOOD LABORATORIES. inc 


860 Atlantic Avenue, Brooklyn 17, N.Y. 
3968 NORTH MISSION ROAD, LOS ANGELES, CALIF. PHILADELPHIA * BALTIMORE * DETROIT * CHICAGO * SAN FRANCISCO 
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Large Glass Front 


Large “Step Down’ Open Top 
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12-Hole Double Remote 


for additional information, please write 


REFRIGERATED CABINET DIVISION, ANHEUSER-BUSCH, Inc., St. Louis, Mo. 
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WHY SETTLE FOR 


INDUSTRY'S MOST 
ADVANCED HOMOGENIZER 


Superhomo— industry's finest 
homogenizer. Available in capacities 
from 50 to 2500 g.p.h. improved 
design permits easy capacity 
increase ot low cost. 


If your production today is geared to an old-fashioned 
or inefficient homogenizer, the records may well show 
a waste of valuable man-hours in all departments. Every 
machine, every process in the plant will feel the effects 
of forced slowdowns, perhaps even work stoppages. It 
might also require overtime to process the daily quotas 
and more overtime for cleanup. .. 

If this is the case in your plant, you should start plan- 
ning today to replace your present homogenizer with a 
Superhomo and eliminate these threats to profit. 

Superhomo can assure a smoother flow of product at 
the production rate your plant and your profits demand. 
It can set the pace for a’plant-wide, high production rate 
that eliminates product loss, expensive shutdowns, loss 
of production and overtime during busy seasons. 

Today, when the right methods and equipment count 
so much, it is important that you see your Cherry-Burrell 
Representative about a Superhomo with the right ca- 
pacity for your plant. Act now while you can get prompt 
delivery so that future material shortages cannot affect 
your production and profit. 

YAY hes Use the coupon to get Bulletin G-463 that desbribes 
a iY the many Superhomo patented and exclusive features. 


” praia 





” Superior Homogenization 
—simple, efficient homogenizing valve, single 















CHERRY-BURRELL CORPORATION 


v or two-stage operation. Replaceable stainless steel 
3 valve caps absorb 98% of the wear and provide = ped gene ‘Guess — 
Py, improved performance at lower pressures. Milk and Food Plont Equipment and Supplies 
’ . . FACTORIES, WAREHOUSES, BRANCHES, OFFICES O8 DISTRIBUTORS 
Sanitary, Sturdy Cylinder Block AT YOUR SERVICE IN 56 CITIES 

4 —+solid stainless steel for greater strength and - ‘ ae y, 4 
if sanitation. All parts are easily removed from front CEM QIH ARE 2 C80 GB F' CLC HOA 
( , EEE sf 


of block for cleaning in '/3 normal time. 


‘Extra Life’’ Plunger Vee Seals 

—records prove that these neoprene seals can 

give as much as 1000 hrs. service at peak capacity. 
Po In addition, they mean greater sanitation, 
efficiency and economy. 


CHERRY-BURRELL CORPORATION 
Dept. 120, 427 W. Randolph St. 
Chicago 6, Illinois 










Rugged, Compact Frame and Drive 
—mechanism is designed to give many 

years of trouble-free operation. Timken roller 
bearings reduce friction and wear. Lubrication 
is positive and automatic. 


( Send new Superhomo Bulletin 


( Have representative call 


I cn ccs dees cddss Cobeceecnbdnedi vers ctcortéecatbenbeneseniinns 
Bs 6 «co ncecctsnes>s0nehe sss ce4e te teteeseeeunseeeneenneee 
ras 6 eT : Ris « 0.cc ck toctquancseredendensssestianbiaeensseabenee 
ee ON et fee Lee City — eees skal tecee nse eee eee ee eee eee eee 
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DECEMBER 
State College, State College, Penn- 
sylvania; 


10-15 — Pennsylvania 


for 
Dairy Equipment and Supply Men. 
Information available from A. Le- 
land Beam, Short 


Courses at the school. 


JANUARY 7-12 — Pennsylvania 


State College, State College, Penn- 


Ice Cream Course 


Director of 


sylvania; Short Course in Testing 
Milk, Cream and Dairy Products. 


JANUARY 7-FEBRUARY 29— 
Michigan State College, East Lans- 
ing, Michigan; Dairy Manufactur- 
ing Course. Information available 

trom Ralph W. Tenny, Director of 

Short Courses at the school. 


JANUARY 14-26 — Pennsylvania 
State College, State College, Penn- 
sylvania; Short Course for Ice Cream 
Plant Men. Information available 
from A. Leland Beam, Director of 
Short Courses at the school. 


a 


— Courses | 








JANUARY 21 - 25 — University of 
Massachusetts, Amherst, Massachu- 
setts; Short Course in Elementary 
Ice Cream Making. Information 
available from Professor D. J. Han- 
kinson, head of the school’s Depart- 
ment of Dairy Industry. 


JANUARY 21-FEBRUARY 2— 
University of Maryland, College 
Park, Maryland; 3rd annual Ice 
Cream Short Course. 


JANUARY 28-FEBRUARY 1— 
Am- 
herst, Massachusetts; Short Course 
in Advanced Ice Cream Making. In- 
formation available from Professor 
D. J. Hankinson, head of the 
school’s Department of Dairy In- 
dustry. 


University of Massachusetts. 


JANUARY 30-FEBRUARY 1— 
Baton 
Dairy 


Louisiana State University, 


Louisiana; annual 


Rouge, 


Products Manufacturing Short 
Course. Information available from 
Dr. J. B. Frye, Jr., head of the 
school’s Dairy Department. 


FEBRUARY 5-8—Ohio State Uni- 
versity, Columbus, Ohio; 19th an- 
nual Dairy Technology Conference. 
Information available from 
school’s Department of Dairy Tech- 


the 


nology : 


FEBRUARY 18-28 — University of 
Minnesota, St. Paul, Minnesota; 
Short Course in Market Milk and 
Ice Cream Manufacturing. Informa- 
tion available from J. O. Christian- 
son, Director, Agricultural Short 
Courses. 


FEBRUARY 18-MARCH 1—Ohio 
State University, Columbus, Ohio; 
Ice Cream Short Course. Informa- 
tion available from the school’s De- 
partment of Dairy Technology. 


T AMERICA’S FOREMOST CONTINUOUS DIRECT-DRAW DAIRY FREEZER 


WRITE FOR COMPLETE DETAILS 


Sh 


@ Does Sani-Serv offer continuous automatic oper- 


ation? 


@ Does Sani-Serv manufacture and dispense 


freezer-fresh frozen dairy products? 


@ Does the Sani-Serv operate noiselessly? 


@ Does Sani-Serv always carry a reserve of product? 


@ Does Sani-Serv feature lifetime stainless steel 


construction? 


@ Does buying a Sani-Serv involve royalties, fran- 


chises or other red tape? 


‘ Cera Fowioment Salv.ine. ws 
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ACT NOW TO BOOST 
IMPULSE SALES! 


YOUR BULK 


YOU CAN REVERSE THIS 








DANGEROUS TREND ~~ 


i EE Ts 


1935 
58'A% of all 1950 


products 46'4% of all 
sold was products sold 


bulk was bulk 
a i -, 


It represents the loss of mil- 
lions of impulse sales for on 
premise consumption. This 
shrinkage in bulk sales is the 
reason why total ice cream 
sales and per capita consump- 
tion have slipped despite a 
tremendous increase in popu- 
lation and the greatest wave 


of prosperity the Nation has as 
ever known. Y ae ‘ 
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GET THE FACTS ON HOW 
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SAFE-T-CONES- 


CAN ZOOM UP YOUR BULK SALES! 


' 








1950 mae 8 


See the industry’s most complete study of the bulk ice 
cream problem—its causes—and how it can be profitably 
solved. See how some ice cream manufacturers have 
reversed the downward trend in bulk sales by using 
SAFE-T CONES to spearhead promotions that are bring- 
ing traffic and profit back to the neighborhood fountains. 
Learn all about a new program that will create thousands 
of impulse sales for you. It’s all on film and represents 
the best investment of 45 minutes you and your sales 
force can make for a bigger 1952. Just fill out the coupon 
on the right and mail it today. 
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1953 : 1954 


THE SAFE-T CONE CO., Division of 
ILLINOIS BAKING CORP., 2230 S. Union Aye., Chicage 16, Ill. 
ON THE WEST COAST 
SAFE-T PACIFIC BAKING CO.,510 MinnesotaSt.,San Francisco7,Cal. 


SAFEE-T Cone Division 
ILLINOIS BAKING CORPORATION 
2230 S$. Unien St., Chicege 16, Illinois 


Gentlemen: 


We would like to see the film "HOW | CAN BOOST MY BULK 
IMPULSE SALES”. 


FIRM 





—_— 


YOUR NAME 








STATE 








would be most convenient for us. 
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DECEMBER 10-12—Hotel 


Morrison, Chicago; annual con- 


vention of the Illinois Dairy 


Products Association. 


JANUARY 3-5 — Hotel Sher- 


man, Chicago; annual conven- 


) 
vents 


tion of the Dairy Queen Nation- 
al Trade Association. 


JANUARY 10-11—Hotel Rals- 
ton, Columbus, Georgia; annual 
convention of the Georgia Dairy 
Association. 


CHICAGO 30, 


ra 


Bs. 
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JANUARY 14-16 — French 
Lick, Indiana; annual meeting 
and convention of the Indiana 
Dairy Products Association. 


JANUARY 17-19 — Bartle 
House Hotel, Mobile, Alabama; 
annual convention of the Ala- 
bama Dairy Products Associa- 
tion. 


JANUARY 20-22—Hotel Jung, 
New Orleans, Louisiana; annual 
convention of the Louisiana 
Dairy Products Association. 


JANUARY 21-22—Hotel Ro- 
anoke, Roanoke, Virginia; annu- 
al convention of the Virginia 
Dairy Products Association. 


JANUARY 24-25—Hotel Cas- 
tle, Omaha, Nebraska; joint con- 
ventions of the Nebraska Ice 
Cream Manufacturers Associa- 
tion, Milk Dealers, and Dairy 


Boosters. 


JANUARY 24-25—Hotel Caro- 
lina, Pinehurst, North Carolina; 
annual convention of the North 
Carolina Dairy Products Asso- 
ciation. 


FEBRUARY 6-8—Hotel Buena 
Vista, Biloxi, Mississippi; annual 
convention of the Mississippi 
Dairy Products Association. 


FEBRUARY 10-12 — Hotel 
Mayo, Tulsa, Oklahoma; annual 
convention of the Oklahoma 
State Dairy Products Institute. 


FEBRUARY 19-21 — Oregon 
State College, Corvallis; annual 
convention of the Oregon Dairy 
Manufacturers Association. 


FEBRUARY 24-26—Hotel 
Texas, Forth Worth, Texas; an- 
nual convention of the Dairy 
Products Institute of Texas. 
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t Moving Halt-ballons 


BY VERNON F. HOVEY, JR. 





AST spring, the half-gallon sales of many of our 
L plants showed increases as high as 500 per cent. 
These increases were the result of a special one 
month promotion in which we reduced our wholesale 
price from $1.85 per gallon, net, to $1.60 per gallon, 
net. The resale price was dropped from $1.15 to nine- 
ty-eight cents per package. 

The background of this promotion is briefly this: 
We had become convinced in recent years that our fu- 
ture sales increases must come from the increased con- 
sumption of ice cream in the home. We knew from 
our own surveys that people will eat more ice cream 
when it is readily available. Our largest new market, 
therefore, appeared to be those homes with freezers 
and new type refrigerators. 

In the half-gallon square package, we have a unit 
of sale better than twice the size of the average ice 
cream purchase and still priced within the means of a 
large portion of our mass market. We hope that in 
time it will establish itself in our industry much in the 
same manner that the six-bottle carton has become the 


20 


@ General Ice Cream Corporation 
Schenectady, New York 


standard unit of purchase in the “Coke” industry. The 
half-gallon carton, by making ice cream available in 
the home, will substantially increase consumption. 

You may question the advisability of a special price 
promotion in preference to a tie-in sale or a coupon 
deal. In our experience, and we have tried both tie-in 
sales and coupons, the ninety-eight cent package price 
will sell far more merchandise and with less complica- 
tions. 

Here are the sales results of this program: 


Mo. of 


promotion 


Mo. preceding 
promotion 


Mo. following 
promotion 
% of half-gallon 
sales to total plant 
sales 7.0% 


16.9°¢ 7.6% 


% of sales in- 
crease or decrease 
over previous year 
of total plant 
sales 9.3% 12.6% 


5.1% 


As you can see, the special price did result in sales 
increases. While the carry-over sale is not particularly 
(Continued on page 68) 
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COPYRIGHT WALT DISNEY PRODUCTIONS 


A DIVISION OF FRUIT PRODUCTS CORPORATION 


601 WEST 26th STREET, NEW YORK 1, N.Y. 


400 WEST OHIO ST. 2744 EAST 11TH ST. 100 STERLING ROAD 
CHICAGO, ILL. LOS ANGELES, CALIF. TORONTO, ONTARIO, CANADA 
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You'll find more features, more performance, more in 


design and inore in appearance with Schaefer cabi- 
nets. Whether it’s a chest type, extra capacity, glass 
top or an open top model, your best buy is Schaefer. 


They stand up longer because they’re built that way! 


MODEL SEC Dipping capacities: 55 gals.— 9” containers, 
65 gals.— 82" containers. 14.9 cu. ft. usable space 
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‘NEVERAL months ago a famous retired general 

SS nade the statement that trained manpower won 

World War II and that trained manpower will 
determine the winner of World War III. 

In the September 1Sth issue ot the W ashington 
News Letter, Kiplinger advises “using hindsight, think 
of what you wish you’d done in the last war, and, now 
using foresight, proceed to do some of those things 
if you can.” 

Certainly one of our ice cream ingustry’s greatest 
problems in World War II was the procurement and 
development of well-trained sales personnel. (In fact, 
it’s still a major problem.) But remember how many 
of us all too frequently wished then for some type of 
a plan to quickly train the newly recruited neophytes 
who were hired to replace the experienced ice cream 
people called up by Uncle Sam? 

Yes, it looks like those days are nearly here, if not 
actually here, and as an industry—as sales managers, 
as managers, and as owners—it’s our job not to repeat 
the same mistake. 

Training is the most important phase of salesman- 
ship. In fact sales training is the first responsibility of 
sales management. 

The job of training, however, is misunderstood by 
a great many salesmen and sales managers. It’s re- 
garded in what we call passive terms. We think of 
a fellow with a book sitting at a desk, listening to a 


BY EDWARD VOLKWEIN 


Foremost Dairies, Inc. 
Jacksonville, Florida 


TRAINING 


JALEGMEN 








professor expostulate on who, which, what, why, and 
where. Or maybe we visualize the training course we 
once had where they gave us a book to read each week 
and then we had to write out the answers for a quiz 
paper on which everyone was bound to get 100 per cent. 

Webster, however, defines training as follows: To 
instruct by Practice: Drill. 

1. Discipline: Educate. 


2. To prepare oneself for a contest of strength or 


skill. 
To show or instruct how to perform some 
action, 

Andy Kerr, the football coach, once remarked to 
me “It’s in the practice sessions and on the drill field 
where I determine the ability of my players. The game 
is a result of the practice.” So, too, is the salesman a 
product of the training he’s received. Any practice cer- 
tainly benefits all of us regardless of the activity in 
which we’re engaged. 

Now, if this training consists of reading a book on 
how to sell, or sitting down for an hour each week 
listening to a chap tell all about what makes people 
buy; or who, why, which, what and when, then we 
think that both the time and training is ineffective. 

You learn to play a flute by playing a flute. You 
learn to kick a football by kicking a football, and you 
learn to sell by selling. 

Training ice cream sales personnel is an on-the-job 
program. It’s drill-practice on the field of sales activity. 
It’s intensely practical, it’s realistic and, if properly 
handled, it gives sales management the results they ex- 
pect and deserve. And it benefits the salesman, stimu- 
lates his interest and creates bigger opportunities for 
him. 

In the paper recently, there was an item describing 
how a large aircraft company appropriated $72,000 for 

(Continued on page 67) 
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FOR ALL THE SEASONS 
IN 1952 


Make 1952 a bigger and better year in volume and customer 
satisfaction by using JHS Cream-Pak Brand Ice Cream Special- 


ties in your ice creams and sherbets. 


W rite for catalog showing our complete line of fruits, fruit mix- 


tures, nut products, extracts, concentrates and other products. 


ICE CREAM SPECIALTIES FOR FINE ICE CREAMS AND SHERBETS 


ROCHESTER, N.Y.- MODESTO, CALIF. 
Branches: 48 Dey St., New York 7, N.Y. - 427 W. Erie St., Chicago 10, Ill. 


) JsHUNGERFORD SMITH CO: 
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‘\ justitied? 


r HE subject, “Credit, Its Cost and to What Ex- 
pane It Is Justified in the Ice Cream Industry,” 
is, without doubt, one of the problem children 
of the business we are in! I have attempted to put to- 
gether a few ideas that are theoretical, a few experiences 
of mine with the company I am associated with, and 
those of others of interest to us in dealing with allow- 
ing sales to customers on a credit basis and many times 
to customers to whom no credit should be extended. 


In the ice cream business, we deal with small busi- 
nesses and small business men. We deal with customers 
who should not be given credit, either from the stand- 
point of being entitled to credit or really needing credit. 
Our product is turned over very fast; probably seldom 
less than once a week and many times once a day, de- 
pending on the season, the class of customer, the loca- 
tion and so forth. His inventory is never large and he 
should pay cash. If this type of customer went to a 
bank for credit, he could not get it because he could 
not present a statement that would justify extension 
of any credit. 


We should try to copy some of the bank’s ideas and 
regulations. People do not like to ask a bank for 
credit for fear of being turned down bur they do not 
hesitate about asking the ice cream man. It seems quite 


difficult for us to say, “NO”! 


In addition to asking for credit on current purchases, 
the average dealer has learned that the ice cream com- 
pany seems to be a soft touch for a loan. This lending 
of money has become a Frankenstein in the industry! 
It is dificult enough to finance the necessary items in 
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BY FRANCIS S. MURPHY 


Hendrie’s Ice Cream 
Milton, Massachusetts 


our industry today without financing customers with 
loans and credit. No company, no credit man, and no 
salesman dealing with a customer or prospective cus- 
tomer does any dealer or customer a favor in extending 
credit. The worst enemy of any business is being given 
too much credit! 


If no justification is presented for credit and we give 
it, a dealer thinks it is easy to get only to find out to his 
sorrow, and many times to ours, that he is in much 
deeper than he thought and way over his head as far 
as conveniently being able to pay back what he owes. 
We have found, in a few instances, where credit and 
loans were requested, that it pays dividends to assume 
the role of a banker and start asking questions and ask- 
ing for references based on credit experience. Many 
times we end up with a withdrawal of the request. 


Probably the worst enemy we have in our industry is 
the man who represents our company on the road and 
comes under the category of a salesman. This is not 
critical of sales personnel for I think I can see their 
point. In their desire to get an account, the question 
of credit is seldom mentioned; both the salesman and 
the customer seem to shun it; neither of them like it. 
It is assumed by our salesman that the new customer 
will pay cash. It is assumed by a new dealer that he 
can charge his purchases. It is assumed by the office 
and credit department that a new account has not been 
added to those to whom credit is authorized, for in- 
variably the account goes on and is started by the time 
the credit departments knows about it. 


The route salesman calls, fills up the cabinet, makes 


Ice Cream Fretp, December 195] 








MPIRE 





We 


better. Zooms sales 
ideal Dime Volume 
leader 


GIANT SANDWICH 
looks bigger... sells 


BISCUIT 








SQUARE SANDWICH 
The old stand-by . 


setting sales records. 


> 














the sales potential 
Here's merchandising 








NEW TWIN SANDWICH 
twin valve... double 


magic! 


Ice Cream Fietp, December 1951 


Pick the Empire wafer that’s best for your business! In 
Empire's complete sandwich line you'll find 11 sizes ranging 
from 2 x 5'«4 down to 2% x 2-11/16...a complete variety 
in chocolate, vanilla or cocoanut! You'll find quality too... 
quality that’s set the standard for wafers since 1899. And 
you'll find uniformity . . . so very important in today’s mod- 
ern Automatic Sandwich operations . . . uniformity, not just 
in size, but in delicious flavor, in appetizing color, in ac- 
curate count. Yes at Empire you'll find all the plusses that 
make Empire more than a biscuit baker...they make 
Empire America’s foremost Service Organization exclusively 
devoted to ice cream sandwiches. if you're making sand- 
wiches ... Empire's your best buy. If you’re not making 
sandwiches let Empire tell you how and why! 


EMPIRE OFFERS FOLLOW THROUGH 


on Technical Aid 


Extruders, conveyors, semi- 
automatic machines, com- 
pletely automatic machines. 
Free expert consultation 
service. 


or Sales Aids 


FREE colorful, attractive 
streamers and decals. Giass- 
ine bogs available. 
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out a cash sales slip to the surprise of the customer, he 
says it is to be charged. The driver’s instructions, in 
our company, are that unless he has specific instructions 
to charge an account, he is to be responsible for the 
account and for what he charges; therefore, he is to 
receive cash. Here is the first trouble with a new cus- 
tomer. Someone did not complete the transaction. The 
office was not notified, the driver was not notified; he 
has to phone for instructions and after some delay, 
embarrassment, confusion, probably conversation with 
the customer, we get of on the right foot! BUT, we 
should have been able to avoid all this. 

Let’s get to one of the bugaboos in our business—I 
refer to the subject of loans to dealers. During the past 
year there was held in Boston a convention of the Bos- 
ton Credit Men’s Association, affiliated with the Na- 
tional Association of Credit Men. Ore subject on their 
program was “To what extent should we finance our 
dealers’ businesses?” My immediate reaction after read- 
ing the program was: “How did an ice cream man get 
on that program?” Another thought, when I noticed 
that the speaker was NOT in the ice cream business, 
but rather the wholesale drug business, was that we 
had a competitor whose friendship we should cultivate. 

We should find out if he is really in this lending 
business, turn our prospects over to him: look upa few 
others for him and make sure we know where he can 


be reached at all times! 


These things are all very 
necessary because never did a man want a loan when 
it was not necessary for him to have it immediately, 
sometimes before nightfall. 

When money is needed so quickly, as most cus- 
tomers want it, from the banker’s standpoint here 
is suspicion number one. This is your signal to go slow. 
He is in trouble and probably would not be if he were 
a good business man. Let me repeat, that we in this 
industry should learn how to say NO. We sometimes 
seem to get hungry for business, and can blame our- 
selves for being lenders. 

If a new dealer is starting up a business of his own, 
several ice cream companies learn of it all at once. One 


by one the representatives of the ice cream companies 
call on the prospect. Each time he learns something 
new, and we can blame ourselves for his gaining the 
knowledge of the things that he might expect. It prob- 
ably was an ice cream man who gave him an inkling 
of what he could get by asking. As I stated before, this 
lending business is a Frankenstein in our industry! 
Someone is to blame for building it up; perhaps we 
can point a finger at ourselves. Some study should be 
given to putting it on the skids! 

I am acquainted with one method used successfully 
in our New England area—if a loan is requested, the 
dealer is referred to a bank. The bank puts him 
through the wringer; he is asked many questions he 
never thought of, and he usually ends up with a new 
idea of himself. 


Ice Cream Firm Left Out 


The good part of this program is that the ice cream 
company is left out of it. The truth (it probably was 
known to the ice cream company beforehand) comes 
to him, not from his ice cream supplier, but from a 
banking institution. If a dealer is worthy of a loan 
from a bank and it is granted, the ice cream man is 
interested in that he accepts an assignment of any sur- 
charge or rebate from the dealer in favor of the bank. 
This adds a little responsibility on the part of the ice 
cream company, but the burden is on the shoulders of 
the dealer; he cannot stall the bank like he might try 
to stall his ice cream supplier. He will not get a loan 
if he is not worthy of it, he cannot feel too badly 
toward the ice cream man as he was not turned down 
by him. It puts the lending business where it belongs 
and takes it away from the ice cream company which 
in this day and age needs its money and capital for 
inventory and other necessary items. 

Let’s leave the lending business to the people in the 
lending business! They know more about it than we 
do, they get paid for lending their wares; we are ex- 


pected to do it for nothing!!: We have been quite suc- 
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of better ice cream. .. 


Secret One: Mellower, creamier ice cream requires smoother blending. SPA®* gelatin 
helps create such a mix because it has special affinity for all other ice cream ingredients. 


Secret Two: Improper stabilization can cause flavors to “lock” or “freeze in.” 
The uniform stabilizer, SPA, helps retain the true flavors in ice cream, 
yet releases them instantly when eaten. 


Secret Three: A freezer can become clogged or even damaged by too “thick” a mix. 
SPA gelatin allows the desirable low viscosity mix that flows fast and assures 
trouble-free freezer operation. 


| 
| 


Secret Four: Regulations can upset routine ice cream making. SPA gelatin is a pure food, 
created especially for ice cream stabilizing, and as such will conform to any regulations. 
Secret Five: Ever find your stabilizer in gummy lumps at the bottom 

of your freezer? SPA won’t do that. It dissolves easily, instantly, and pervades 

the whole mix evenly in seconds. 

Secret Six: Grainy or gritty mixes are caused by crystallized sugars or escaped water. 
SPA retards this tendency, and helps to prevent such “heat shock” damage. 

Secret Seven: Perfect stabilizing performance is priceless to any ice cream 
manufacturer, yet you needn’t pay a premium to get it. In fact, SPA costs less 

to use than ordinary gelatins! 

More and more ice cream makers are discovering that SPA gelatin helps create 
superior ice creams. Would you like to hear more about it? Write today, while you 
have the address handy, and we'll send you complete details. 


B. YOUNG & CO. OF AMERICA, LTD. 


274 Madison Avenue, New York 16, N. Y. 
Famous as makers of fine English gelatins since 1818. 


The oldest name in gelatin is Young. oT.M. Reg. U.S. Pat, Off, 
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cessful in keeping away from loans by following these 
tactics. 

Now let’s take a look at our problem of extending 
credit for merchandise purchased by dealers who, for 
the most part, are not entitled to it. We should inves- 
tigate as thoroughly as possible before extending credit. 
We try to get the names of several suppliers from 
whom the dealer already gets credit. If they are forth- 
coming readily, it is an indication that he must be 
treating his suppliers pretty well. Call them all and 
let their experience as suppliers of your dealer be a 
guide-post. 

We belong to a credit association which holds a 
group meeting in a Boston hotel monthly. The group 
that we attend is made up of those suppliers who cater 
principally to the druggists. Drug stores are a very 
important outlet for our product, though the tendency 
seems to be somewhat away from them in our market. 
Nevertheless, they constitute a major portion of our 
dealers. 


At the meeting, attended by not more than a dozen 
people supplying the drug trade, we are permitted to 
request written reports on three dealers at each meeting 
in addition to a hundred reports during the year. The 
reports are good. They give little or nothing of the 
financial condition of the dealer. They stress his pay- 
ing habits. You can determine quite well how a dealer 
is treating you compared to his treatment of others. 
It probably is not gratifying for you to learn of a dealer 
with whom your friends have good experience when 
you do not, which means that you go home determined 
to put on the pressure. 

The real value of these meetings does not always 
come from the written reports requested. You are 
given a copy of all the reports requested by all members 
present. Those dealers whom you do not sell might be 
on your salesman’s prospect list. If he does not pay 
well now, why bother with him? 

The discussion that takes place before, during and 
after these luncheon meetings is where you pick up 
ideas. Maybe something happened a week or so before 
that changed the picture on some dealer. You learn a 
lot about personal habits of these people with whom 
you do business. We must confess that the great ma- 
jority of our customers, in addition to running a busi- 
ness, probably have a home and family that now and 
then may draw on the capital of the store for personal 
bills. This makes you interested to learn what you can. 
It may change your tactics. It may be the reason you 
are owed more money than you think advisable. Why 
should we in the ice cream industry finance homes, 
washing machines, television, college education for the 
children, new babies, family hospital and doctors’ bills, 
and even funerals? 


Never a dull moment at these meetings where we 


exchange ideas! There is, in my opinion, no druggist 
in the greater Boston area who owes any one any money 


who is not one of those people defined by one of many 
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non-quotable adjectives that put a man who is a dealer 
in the “no good” class. No gathering is ever held when 
the personal views of those present do not come up. It 
seems that no credit man after a goodly number of 
years experience is without personal complaints of his 
own. Hardly a man among the group has not had the 
effect of his job produce for him a fine case of ulcers. 
These have to be discussed sogueler with the best and 
most recent discoveries for their cure! If credit has this 
effect on a human being, wouldn’t we all be better off 
without it? 

Despite all talk against unwise credit, all govern- | " 
ment statistics and those compiled by private industry m\ \ 
and experience point to the fact that without credit = 
(and this includes all types) business in general would ae 
not be so good. In fact it is next to impossible to carry pas se 


on in this day and age and do business without it. =) ae 
We do as much business as we do because credit is “You can do this a 


given. If the total amount of money owed by individ- = 
uals for all kinds of purchases in this country were only with A-P-C: 
compiled, the figure would be staggering. 


aN 


Expander Process’. J, 


We must confess that most all of it is given wisely. 
Without it, I wonder where the annual sales of depart- 
ment stores would be? It has its merits; we apparently 
cannot get along without it, so, as long as we have it, 


7 » The operator is removing a ferrule from the 
we will have to get along with it as well as we can! 


: sanitary pipe line. And that ferrule and tube 
Let’s get back to our own business. Once we have 


credit sales, we are confronted with the problem of 

policing them. The sales are not good until we get our advantage found only in A-P-C’s Expander 

money. Accounts receivable, from whatever angle we Process. 

see them, are a problem and an expense. They take a 

great deal of time to care for, and, in our business A-P-C was first in the field with equipment to 

which is so seasonal, they take a good deal of close su- expand the tube to the ferrule in a tight, leak- 

pervision. A product like ours with such a fast turn- proof solderless joint. And A-P-C’s Ferrule Puller 

over in sales lends itself to a fast build-up of accounts 

receivable with an account that might buy heavily dur- 

ing the summer season. Thirty, forty or fifty dollars 

a day, over a weekend, can mean that an account gets a system is to be changed. 

lot of credit in a few days and closer than close super- 

vision is essential in these instances. , 
In our office we have a monthly report prepared and velopment that make A-P-C Fittings the logical 

in it we list only those accounts which have balances choice for the alert plant operator. 

over thirty days old. We make an aging sheet showing 

amounts within thirty days, thirty to sixty, sixty to . Wetter J. Wechowits, 

ninety, and over ninety. We have at a glance a picture oem 

of our overdue accounts and those that need attention 3 : 

before they get any worse. We have a list of those | » =" > ICE CREAM 

whose credit limits should be watched by this method. | eS MANUFACTURERS 


can be re-used again and again. That's a big 


is unique today in its ability to remove the 


ferrule for economical use when a pipe line 


Just another example of the engineering and de- 


Our first step is to give a list to the salesmen of all 7 | The New A-P-C 
these accounts in their territory. They are prepared 
alphabetically by sales districts and this is his signal 
to give us a lift. Some of these accounts depend upon 
salesmen to call on them and collect and this becomes 


a habit; but, if the salesman cannot find time to tend , 
: CLEAN: EASY TO KEEP CLEAN 
to this chore and someone does not call it to his atten- ALLOY 
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tion, it is apt to go by the board and before we know PRODUCTS 
hye CULATION. STRONG, STURDY 

it, it is two months old. However, this we try to pre- CORP. 
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Stick Confection 
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CONSTRUCTION. EASY TO 
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vent, for at least once a month, we get together with a eee 
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our list and our salesmen and ask for an accounting. 
It is usually a signal that we had better have a good 
report before long or one of his customers might get 
a notice. 


One of the worst conditions is to have too close a re- 
lationship between a customer and someone in the or- 
ganization who might lean toward giving in a little too 
much. It pays to have someone watching balances who 
is not acquainted with the customers. The rule in our 
ofhce is that the customer should be pushed for what 
he owes. If he takes exception to the method or the 
treatment, the manager says it is his job to straighten 
out the customer. He can always say that the pressure 
was put on without his knowledge. (Maybe he was 
the one who gave the instructions. Nevertheless, this 
works.) 


It is very easy for the salesman to give a customer 
credit when it is requested. We have a job to do in 
this respect. Have we thoroughly sold our salesmen on 
the idea that our product moves tast once sold, and 
the products we buy to make ice cream move equally 
fast and we have to pay for them promptly? 


The farmer must be paid for milk and cream. State 
and Federal laws protect him and if he does not get his 
in time the law helps him out. By and large, there is 
little or no reason why all ice cream should not be sold 
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for cash. A dealer would not have a charge sale for 
ice cream once a year. He gets cash promptly. He 
should be able to pay cash! 


We have had an experience with a young druggist, 
in fact, we have an experience with him every month! 
He is one of the biggest pains in the neck we have! 
His present store is his first business venture and 
though he has been there for some ten or a dozen years, 
the game he plays with us is all one sided in his favor. 
If he folded today, our bad debt experience on the an- 
nual report submitted to the association would prob- 
ably win first prize! Our company was small enough at 
the beginning of this experience for the manager and 
president to watch what was owed by customers. We 
threatened to put this dealer on cash, to hold his annual 
rebate and make him pay a surcharye. He called on us 
and pleaded his case and pointed out how hard he was 
working, that he got in late mornings, and that he did 
not want to leave money overnight in the store for a 
clerk to pay the ice cream man in the morning. 


Result—he got on first base, made more promises, 
said he would do better and so forth. He did not, and 
after the first few weeks of paying every Monday for 
a previous week, he skipped a few days, then a week, 
and then he owed two weeks and so on. Over the years 
the account has grown worse. We get promise after 
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3.GREEN (Mint or Maraschino Flavored) 


All available in the following packs: Solid pack, either whole or halves and slices. 
In syrup, either whole or halves and slices. Crushed. 
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promise. This fellow has to keep up with the Jones’! 
He had to have a better and bigger apartment .. . 
... He had to have a Buick; the Plymouth was not as 
good as his friends’ cars. If we did not give him three 
hundred dollars of his rebate one year, his home would 
be wrecked as he had to buy his wife a television set. 
. . . He had to have a summer home at a beach! 


Who do you think is paying for all this through 
financing? What a bunch of easy-marks we have al- 
lowed ourselves to become! If we had a hundred cus- 
tomers like this one we would be out of business! We 
have a great back-log in our business in the form of 
rebates. Believe me, it pays to have that little some- 
thing we owe to dealers at the end of the year. We 
have customers who are smart too! We have one who 
is not large and annually got somewhere less than fifty 
dollars in rebate; that is, his business earned it. He 
always got his early, for without fail, he would charge 
about as much as he earned the previous year some- 
where about the middle of the following year. Then 
came a period when rebates were not quite so large. 
He played our game and charged less. However, came 
the year that was different . . . he charged about thirty 
dollars: his rebate was extra small (only about twelve 
dollars), but his hopes were good; so, about the mid- 
dle of the following year he charged again (incidental- 


PUT THEM IN THE HOME 
FOR DOUBLE PROFITS! 


These scoops and spades ... specially con- 
structed and priced for take-home promotion 

. increase your sales two ways. First, the 
initial tie-in promotion is a proved gallonage 
mover. Second, there’s nothing like a scoop or 
a spade in the home to make the consumer 











eat more ice cream. 





Easy to use, sturdy, highly polished aluminum. 
EXTRA-STURDY MODELS FOR FOUNTAIN USE, TOO! 


SCOOP-RITE company 


806 Wilde St. Detroit 9, Michigan 
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ly, he still owed the previous year’s balance) and the 
situation now is that the original charge on our books 
of about three years ago, he still thinks will be taken 
care of by rebate. 


He is the type of customer who has been buying 
trom us for nearly twenty years; the company never 
lost anything on him yet. He tells our salesman to 
mind his own business, don’t ask me again; but our 
Accounts Receivable card is old, worn, has a few en- 
tries and we must go through the ordeal of keeping 
records of this outstanding balance. We have the prob- 
lem and seem unable to clear the balance from our 
books. It is true that it is shaky, but not a bad debt. 
He still buys! 


The Unusual Happens 


Now and then the unusual happens. We have an 
account located in the village of a summer resort, and 
it is serviced by our only branch. It is comparatively 
new, and just now is nearing two years old. It is the 
first venture of the owner away from a city. In the 
winter the business is at a very low ebb. July and Au- 
gust in comparison are tremendous. He was given 
monthly credit for some reason or other and for a pe- 
riod of time throughout most of 1950 kept up to these 
terms, and always paid us the following month. Dur- 
ing the last winter, he fell behind. 


Putting the pressure on our branch manager brought 
forth the usual answer that you get for a first offender: 
that he was all right. Two months rolled up, then three 
and the summer season was coming. More pressure was 
exerted and finally came an explanation to the effect 
that he was stocking up for the summer trade and when 
hot weather hit us, he would unload his inventory (and 
not of ice cream) and be in a position to pay us. 


We financed toys, novelties, summer tan lotions, and 
so forth. To be specific, at the end of June the account 
looked bad and had reached the staggering heights of 
nearly two thousand dollars. After a call by one of our 
outside representatives we got a check on account on 
July 5 for $700. BUT, during this first few days of 
the holiday period he charged nearly six hundred dol- 
lars. We were not getting anywhere! About July 20 
we received a check to cover the entire balance that was 
owed at the end of June. Here he was, back on the 
basis he started with, paying up for the previous month 
near the middle of the following month. 


This put an entirely different light on the picture 
and we immediately called the branch; let them know 
that we had a check in full from the XYZ Drug Store, 
and “you had better get down to see him and find out 
what is the matter.” 


We are never satisfied. If he owes us we worry and 
try to get all he owes. If he is in the habit of owing 
and then suddenly pays, we have another worry for 
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HEY!! It's 


MANUFACTURED UNDER LICENSE FROM AMERICANA ENTERPRISES CO. INC NY 
THROUGH NEWLY WEDS BAKING CO. CHICAGO 





Wonderful 


Gowby Doody 


DD Bell rel cae): 
WA SWELL PRIZES 
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#yours! That's right, this nationally-known TV star is ready and anxious to —~ 
@ynamic personality toward SELLING YOUR ICE CREAM! Howdy Doody is 
ne phat needs no introduction. He’s been wowing and winning audiences tor 
mf Now, at your request, he'll bring his gigantic ready-made market to buy 
ie cream. 


SEEN BY MILLIONS ON COAST-TO- 
COAST NBC TELEVISION 


From Maine to California, week after week, millions of eager tele- 

viewers watch and thrill to the amusing adventures of this fabulous 

puppet and his lovable friends. An outstanding NBC favorite for 

several years, Howdy’s popularity continues to grow . . . and grow 
. and grow. 


HEARD BY MILLIONS ON RECORDINGS 


So loyal are Howdy’s followers that they have bought his RCA 
Victor recordings in order to listen to him any day of the week, 
any time. He's captivated the hearts of children and parents alike! 
Yes, he'll capture your ice cream market, too. 


READ BY MILLIONS (N COMICS 


Syndicated newspaper comic strips illustrate his intriguing antics. 
Millions of readers “live” with him through comic books, Golden 
Books, stories, games, etc. He’s everywhere . . . in everything. 
LIFE Magazine rightly calls him an “American Institution”. 
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And, gawrsh! You 
don't have to pay 


Yup! You don't have 
to pay any royalties 
or a single penny 
/}™ more with 
7 \ HOWDY DOODY 
ICE CREAM ‘n 
CAKE ROLL! 


EYE-APPEALING ... BUY 
APPEALING CARTON! 
Depicted in bright, true 
colors, the Howdy Doody 
characters are “real stop- 


FREE! Powerful, sales- 
compelling window stream- 
ers, as shown on the 
reverse side . . . PLUS the 
powerful influence of TV 


programs, comics, etc... . 
PLUS the promotion and 
prestige of Howdy Doody’s 
popularity. 


pers’. Smiling, freckle- 
faced Howdy is big and 
bold for immediate identi- 
fication . . . fairly shouts 
to be picked up. 


EXCLUSIVE! A\l Howdy Doody Ice Cream ‘n Cake Rolls are 
produced under license from the Americana Enterprises Co., 
Inc., through the Newly Weds Baking Company. 


BE THE FIRST in your 
locality to tie in with the 
terrific popularity of 
Howdy Doody. Watch him 
step up sales . . . boost your 
profit. Remember, millions 
know and love Howdy 
Doody. 


PREMIUMS! Each carton 
offers attractive premiums 
to your customers at no 
cost or trouble to you! 


NEWLY WEDS BAKING CO. 
206 East 25th Street 
Chicago 16, Illinois 

Telephone: CAlumet 5-0705 


WESTERN NEWLY WEDS BAKING CO 
1036 Ashby Avenue 
Berkeley, California 
Telephone: THornwall 3-3846 





immediately we think our competitor lent him some 
money to pay us off and we have a new worry. No 
wonder some credit men get these ulcers I spoke of 
earlier. a ii 

We have had a customer on our books for nearly 
twenty years. He gets monthly credit. He always pays 
by the tenth of the following month. But he figures 
the statement that he receives as of July 31 is due 
and payable September 10. That is his way of figuring 
ten days after the end of the month. No amount of 
pleading, explaining or reasoning will convince or 
change this dealer. We could not afford too many 
like that one either. 

There are cases of some of your accounts being in 
not too bad condition as to credit terms, only to find 
that when you are paid by a check, it bounces on you 
and is returned for insufhcient funds, which when 
charged back, will make a fairly decent account look 
mammoth. We have had occasions when this hap- 
pened and the dealer suddenly found himself unable 
to pay up right away. Entirely new tactics had to be 
(Like: 
“Pay us cash and a surcharge and this year we cannot 
give you your rebate.”’) 


used, some that he was not accustomed to. 


Let us give you one more example. We took on a 
new account that had two roadstands. Both looked to 
us as though they would do a good volume of business. 
We agreed on weekly credit. This was too much for 
them to take care of so they proved to us that a month- 
ly basis would be good! This type of customer really 
builds up a large amount of volume in July and Au- 
gust. The monthly credit worked all right. It looked 
as though they owed a lot of money at the end of June; 
but, they were doing quite well and about August 20 
a check was received covering all owed at the end of 
July. Summer ends on Labor Day in our district, and 
this date they lost sight of. They did not pay for 
August in September. Their number two stand has 
never reopened, their August bill at either place is still 
unpaid, as are a few September charges and a couple 
more they got out of us in October. Needless to say, 
they went on cash! 


A company that gives credit to anyone, beyond their 
convenient ability to pay, is doing that person or cus- 
tomer no favor. I think there are very, very few ex- 
ceptions to a statement that ice cream should be sold 
for cash. Low dealer inventory, fast turnover, sales 
tor cash only on his part all point to the fact that we 
too should collect on delivery. 

One fact that we try to stress is my personal belief 
that the dealers we have for our product (with few ex- 
ceptions) are the worst bookkeepers in the land. They 
have no conception of this phase of the business they 
are in and this argument should be used to the full 
extent of our ability to convince people that credit to 
them is no favor. It isn’t easy to tell a dealer, particu- 
larly a prospective dealer, that he isn’t a good book- 
keeper; if given credit he won’t know what is going 
on; but, if you can convince him that in paying cash, 
he can look at his inventory and say to himself “it’s all 
mine,” no greater satisfaction could be his than to 
learn from seeing what he has, and that it is all his to 
sell or otherwise dispose of. 


The “Worst Pest’ 


We had a customer on our books who ran his account 
up to sizable figures. He was a distributor of frozen 
foods and seemed to never pay unless we asked. So 
we asked, then a few days later, we asked again. We 
kept this up day after day until we received a pay- 
ment from him on his account. He paid me the compli- 
ment of telling the boss one day that I was the worst 
pest he had to deal with because I called him so much. 
We were being besieged at this particular time by a 
salesman of one of the largest credit reporting firms 
in the business. You can’t have too many of these serv- 
ices. He was desirous of having us give him a try and 
offered to give us two samples of their service. We 
asked for a report on my friend whom I pestered. Two 
days later we received the report. You would have 
extended unlimited credit on the iniormation submit- 
ted! The day after we got this report my friend ap- 
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COU*e red wagon 


BAILY CO. 


Phila. 32, Pa. 


BAR 
9491 No. 27 St. 


Pioneers in All-Aluminum Structure 


NOTE THIS: 


@ ALL ALUMINUM CONSTRUCTION 
@ CUSTOM BUILT TO SPECIFICATION 
@ BUILT FOR MAXIMUM PAYLOAD 

@ BEAUTY IN DESIGN 


All these features are combined with many more 
to give you LOW, LOW delivery costs and 
YEARS of hard, dependable service. 


NEED MORE BE SAID? 
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BULTON 


"THE PERFECT MOLD 
FOR STICK 
CONFECTIONS 


ROYALTIES 
TO PAY 


' Single Molds Available in 3, 34, 3'2 and 4 oz. 
‘| Twin Molds available in 4 ounces 
Junior Molds or Core Molds available in 2 oz. 


* Baskets, bumpers and handles made of polished stainless steel 
| welded into rigid frames * Cups made of heavy tinned copper, 
| the fastest refrigeration transmitting material * Pan drawn from 
"| ‘One piece with 4 inch copper wire rolled into rim * All corners 


- * No seams to crack open * Smooth interior finish. 


MOLD RACKS STICK HOLDERS 

The perfect rack to Speeds production ... 
Tp Molds .. reduces costs . . . posi- 
tive clamp arrange- 


nae = 


_ Protect your ; 
sturdy galvenized 
construction 


ce’ | ment... perfect stick 


ber cushioned shelves 


and to molds 
oe herd caster 
wheels 


alignment... easy to 
clean .. . simple in de- 
sign...only 3 ports 
to assemble or dis- 
assemble ... all stain- 

< less steel construction 
... available in single 

DEFROSTING TANK o* ‘wir models. 

All Stainless Steel con- 

struction... float with 

tep rollers to slide 

empty molds into con- 

veyor lines . . . adjust- 

able legs... insulated | 

side pads to protect 

operator from heat... 

floor space 25” x 12”. 


7 ~~» mode in 
twe sizes: 25 Mold 
fleer space 20” 
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repair service is available on 
airing and retinning of old molds of any 
equipment we sell. 


FULTON ENGINEERING CO. 
37-25 Vernon Bivd. e Long Island City 1, N. Y. 


lronsides 6-7678 Established 1922 


plied for the privilege of making a settlement with 
his supplier of twenty-five cents on the dollar, staying 
in business, and buying for cash. We agreed. A few 
months later, we had received our twenty-five percent, 
we had sold for cash, but then .. . bankruptcy! We 
only sold this account about two vears. 

Let us agree that we should not extend credit; near- 
ly all of our customers are not entitled to it; and more 
of a percentage do not deserve it. We have tO pay 
for it, so we must have some strict rules for collec- 
tion. And it is not too far away from reason that we 
must be paid within a very snort period of time after 


| 


re sale. 


Who Collects 

No one likes to accept the responsibility of why a 
customer cwes money. We must face the question o1 
who is going to collect, regardless of who is responsi- 
ble for the amount cwed. After some consideration w2 
probably are fair about the whole thing if we say the 
responsibility is that of the sales department. We con- 
sider that it is part of the salesman’s job to help in 
the collection of the outstanding acounts he nas in his 
territory. 

Perhaps a salesman does not know how to collect 
too well, for it takes a certain amount of tact and 
diplomacy to even approach the subject. He will even- 
tually learn how to handle his customers, and has prob- 
ably learned that each one presents his own individual 
problem. Many times it is a most embarrassing situa- 
tion but the purpose of this call, despite any discus- 
sion of business, weather, baseball, or what have you, 
1S collecting. 

If the salesman has a statement for the customer, it 
relieves a little of the tension if the customer sees 
more than one statement in the salesman’s possession. 
He realizes that he is not being singled out; he knows 
that others are going to be called on today for the same 
purpose. If you call on a new customer to make a 
collection call for the first time, you may rest assured 
that the results of your call may have an effect on all 
tuture calls of a like nature. The salesman should let 
him know that he is here to collect. 

In addition to statements, our salesmen usually have 
their lise with them. It is not to be shown to all cus- 
tomers but the fact that you may make a notation on 
it as to what you are collecting will give the added 
mpression that this customer is not alone. If you allow 
the customer to make excuses to you and you accept 
them instead of a payment you are giving the customer 
the idea that he can pay you with the same kind of 
stuff the next time you call. A salesman, when con- 
fronted with an excuse, or a “call next week” statement 
trom the customer should be able to tell his customer 
that he is here to collect today. 

We have a few accounts on our books which have 
gotten beyond convenient payments. The habit of 
putting people on a surcharge basis, and having the 
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driver collect so much per gallon on delivery, in addi- 
tion to current purchases is a good means of cutting 
down overdue accounts. After a while the customer 
likes it too, because invariably you are helping him to 
get in better financial condition with your company. 

Our company has a policy of not extending credit be- 
yond the amount of the earned annual rebate. This 
system, properly carried out, is an efficient policy. It is 
my opinion that the condition of an account is due, 
to a great degree, 
counts. 


to those of us who police the ac 


If you employ a credit man, or if you designate some- 
one in your company to oversee credit, he should be 
given the authority to exercise his beliefs and carry 
out his ideas. Once he has taken a step or rendered 
an opinion, he should get the whole-hearted coopera- 
tion of the entire organization. 

Maybe we can give a thought as to the time we 
should collect or try to collect, or even put on pres- 
sure. The right kind of a customer does not want to 
owe money. Sometimes a customer who resents being 
asked for money often becomes one whose resentment 
is least shown when he understands you and your 
methods of collecting. 

We have a customer who had monthly credit. 
monthly bill was near $500; the salesman called and 
made his usual collection. The balance as of the col- 
lection date was nearly $700. The day he wrote the 
check he was suddenly taken ill, was rushed to a hos- 
pital, underwent an operation, and the check he gave 
us was returned for insufficient funds. Now he owed 
us nearly $800! We immediately put him on cash and 
his clerk took care of it. 


His 


In a one-man outfit, illness can cause trouble. Upon 
his return from the hospital he called and actually 
thanked us for doing what we did and for not getting 
tougher than we had! A surcharse system was insti- 
tuted and this with the rebate has put the account in 
a not too treacherous condition. 

If a dealer resents being asked for money, it is a sig- 
nal that now is the time to review the terms. Be em- 
phatic as to what they mean and insist on having 
them lived up to. 

We are facing a period of uncertainty, and prob- 
ably face shortages of various items which our dealers 
sell. Shortages here and there reduce his income. Re- 
duced income means reduced profits, and increases his 
inability to pay. This situation calls for an increasing 
amount of vigilance. Our salesmen should be con- 
stantly on the alert for signs of failures. 

Having done a good job at collecting should pro- 
vide as much satisfaction as getting a new account. 
If we go at the unpleasant parts of our work with the 
same zeal and enthusiasm that we attach to the pleas- 
antries, it makes it all the easier. 





This article is based on a talk given at the recent convention of the 
International Association of Ice Cream Manufacturers, held in Detroit, 
Michigan. 
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decals in your industry ! 


*AMERICAN AIR LINES 


tective Use of 


CORD 


““Good Luck’’ Decals for GOOD SELLING! 


Jelke utilizes FREE space with Meyercord Decals to 
convert distributor's trucks into dynamic “Ads on 
Wheels’. Every truck carries a payload of promotion! 
The side panels, tops, visors, hocks and cab doors of 
your pooh can be quickly transformed into sellin 
areas with durable, weather-tested Meyercord Truck 
Decals. Pictorials, trade marks, product illustrations 
can be produced in any number of colors, in any size 
or design, at a modest unit cost for 12 trucks or a 
thousand. Learn how to use this FREE space today! 


FREE / 


Full-coler 
brochure shows 
hew te convert 

your trucks te 
“Ads on Wheels” 
Dept. 22-12 


Overnight application at a 
fraction of handpainting 
cost keeps your trucks on 
the street! Yes, cost com- 
parisons prove you can 
save up to 90% with 
Meyercord Truck Decals. 
Investigate Now! Free 
design service. 


CONTEST ENTRY BLANK! MAIL TODAY! 


WHAT YOU WIN: A delightful, all-expense ten-day holiday in colorful Mexico 
for two persons. RULES OF CONTEST: Write a letter in 200 words or less, 
describing on effective, problem-solving use of Decalcomania by your company 
or industry. Contest is open to any commercial user of Decaicomania, regordiess 
of type of usage or source of supply. You do not hove to be a Meyercord 
customer. Coupon is your official entry blank. Fill ovt and attoch to entry. 
Please use Company letterhead. Contest ends midnight, Janvery 15, 1952. All 
entries become the property of The Meyercord Company. Decision of judges 
shall be final. In case of a tie, duplicate prizes will be awerded. Winners 
names will be published. Employees of The Meyercord Company, its retoil 
dealers or advertising agency are ineligible. JUOGING: Entries will be judged 
on the basis of practical and interesting problem-solving uses of Decalcomania. 
Enter the Contest TODAY! Anyone can Win! Attach this entry blank to your 
letter and mail to The Meyercord Co., 5323 W. Loke S., Chicago, Minois, Bex 22-12 


Nome_. 





Address 
City. 




















feo Cream And 
Idea Cup Star 
At Breaktast 


HERE’S nothing like an Ice Cream Breakfast. 

For the fourth consecutive year, the National 

Association of Retail Ice Cream Manufacturers 
enthusiastically renewed this wonderful custom of start- 
ing the day right with ice cream. 

This year the setting was well nigh perfect. The 
beautiful Hall of Mirrors at the Netherland Plaza 
Hotel in Cincinnati was filled to capacity at 9 o'clock 
on the morning of October 31. Gracing the center of 
each table were huge platters of fruits, breakfast cere- 
als, cakes, rolls and, of course, the center of attraction 
—ice cream. There was music during the breakfast 
and afterwards entertainment by a quartet provided by 
Frigidaire. 

Milton Stuhlbarg, local chairman of the event, had 
arranged for newspaper and radio coverage of the 
breakfast. His committee had also selected Miss Rose- 
marie Olberding as Miss Ice Cream of 1951. As you 
will note from the photo on page 41, the attractive 
Miss Olberding, a radio and television actress, was a 
delightful addition to the breakfast festivities. 

A new feature was added to the Ice Cream Break- 
fast this year. Recognizing thac ideas such as the 
breakfast itself were developed only to spotlight and 


further the sales of ice cream, this publication put up 


a silver loving cup as a trophy to stimulate further 
thinking along similar lines. Speaking for the maga- 
zine, Howard B. Grant, Publisher, told the 400 ice- 
cream-for-breakfast-eaters that the remarkable growth 
of the NARICM was the result of a free interchange 
of ideas among members. Now Ice Cream Fiecp was 
offering a trophy for the member who presented the 
most workable and sound promotional idea annually to 
sell more ice cream. 

As described in the November issue of Ick Cream 
Fiecp, the first annual trophy was won by the Franklin 
Ice Cream Company of Cleveland and Toledo, Ohio. 
It was accepted by Ken Wallace, Gale Franklin, Wal- 
ter Dotterweich, Clyde Mallory and Walter Tucker 
for the Ohio company. They also took back with them 
a smaller replica as a permanent trophy. The large 
cup will be returned for the next annual breakfast in 
1952 to be awarded to the next winner. 





TOP PHOTO shows presentation of the Idea-of-the-Year Cup to 
representatives of Franklin Ice Cream Company. Pictured are 
Walter Dotterweich, Ken Wallace, Gale Franklin, Howard B. Grant 
of ICE CREAM FIELD and Walter Tucker; Center photo shows the 
special Centennial ice cream cake created by Ted Gottwein; the 
bottom photo shows part of the assemblage at the 195! Ice Cream 
Breakfast. 
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FIRST ROW: Howard 8. Grant of ICE 
CREAM FIELD, Milton Stuhibarg, Lind- 
ner Ice Cream Stores, Miss Ice Cream 
Breakfast (Rosemarie Olberding), Dr. 
C. W. England, C. Y. Stephens Indus- 
tries, and Harry Burt, Burt's Good 
Humor Company; Mr. and Mrs. Harry 
Burt: M. L. Finneburgh of Liquid Car- 
bonic; Fen Doscher of Lily-Tulip. SEC 
OND ROW: Jay Fleming, Fleming Ice 
Cream Company with James E. Davis. 
North Star, Inc.; 1951-52 officers of the 
Retailers’ association; Exec. Secy. Ed 
Warder, Ist Vice Pres. W. E. Clegg, Sil- 
verwood Dairies, President Anthony G. 
Kainz, Kainz Dairy Stores, 2nd Vice Pres. 
Mrs. A. Marie Mitchell, McClary's Ice 
Cream Stores, and Treasurer Carl Lind. 
ner, Lindner Brothers: Miss Ice Cream 
Breakfast. THIRD ROW: Left and right 
are twin sisters Mrs. Very Emery and 
Mrs. Thelma Pease, with Mrs. Dorothy 
Triplett and (standing) Gorman Prince 
Dr. T. D. Harman of Ohio State Univer- 
sity; Howerd B. Grant of ICE CREAM 
FIELD, Ted Gottwein, Ted's Home Made 
Ice Cream, Frank Maharg, Jr., of Ma- 
harg’s, and Bill Reed of the Balch Flavor 
Company. 





page 40 by Gorman Prince 





RETAILERS’ CONVENTION attracted 
many industry personalities. Pictured there 
by the ICE CREAM FIELD man were, left 
to right: 

FIRST ROW: L. G. Drusendahl, Hubinger 
Company, with Harvey Swenson and D. W. 
MacManus of Sweden Freezer; George 
Flaherty of Lily-Tulip, Mrs. Ed McCormack 
and Sally Mahoney of S. H. Mahoney Ex- 
tract Company, Mrs. Harry Burt and How- 
ard Grant of ICE CREAM FIELD; Andy 
Anderson of Ohio Dairy Products with 
Bert Fortney of Batavia Body; F. S. Strong 
and C. W. Esmond of G. P. Gundlach & 
Company. 


SECOND ROW: The first two pictures of 
the second row show two of the many 
tables at the Ice Cream Breakfast. In these 
groups are seen, among others, Rhen Gun- 
drum and Bill Rosskam of David Michael: 
Ed Crane of Grand Rapids Cabinet Com- 
pany, George Austin of Lily-Tulip and 
Frank Poulterer of Germantown Manufac- 
turing Company: Seated together at the 
breakfast were Ed Warder and A. €E. 
Chunn, Jr., of Seale-Lily Ice Cream Com- 
pany, Jackson, Mississippi; At the speaker s 
rostrum is Howard B. Grant of ICE 
CREAM FIELD. 


THIRD ROW: A professional harmony 
group entertained at the Ice Cream 
Breakfast: At one of the tables were seated 
Robert Wildman of General Equipment 
Sales Company, Philip Phillips of Flare- 
Top Cone Company, Frank Thomas, Jr., of 
General Equipment Sales Company; Ed 
McCormack of S. H. Mahoney Extract 
Company helps Miss Ice Cream Breakfast 
adjust her crown; Harry B. Burt, Fen 
Doscher and S. Prestley Blake of Friendly 
lce Cream Stores, Springfield, Massachu- 
setts. 
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A MILLION GALLONS A DAY 


over 400 of the Nation’s finest ice cream plants have the 





capacity to harden over a million gallons a day with-— 





Luick Ice Cream Co.'s, Milwaukee, Wisconsin, new Harden- 
ing room, with storage capacity for 90,000 gallons of ice 
cream, is maintained at —25 degrees temperature. Forced 
air is delivered through anemostats, thus diffusing air blasts. 


Refrigeration coils and fans for Hardening room located in 
basement. Defrosting is accomplished by closing doors of 
Hardening room and opening doors leading to coils in base- 
ment unit. 


No rebuilding to install a King System in 
your plant: each installation individually 
designed and engineered to meet your 
specific requirements... 


Taking Ca of Ouvitlona 


KING SHARP 
FREEZE 
SYSTEMS 


King Systems give you: 
@ FREEZER QUALITY RETENTION 


@ INCREASED HARDENING ROOM 
CAPACITY 


@ QUICKER HARDENING 


@ ALLOWS RAPID TURNOVER 
OF INVENTORY 


@ NO DEFROSTING SHUT-DOWNS 


@ SIMPLIFIED AND LOW COST 
HANDLING IN HARDENING 
ROOM 


@ FROST FREE ROOMS WITH 
CLEAN MERCHANDISE 


@ ENGINEERED DISTRIBUTION OF 
COLD AIR 


@ UNIFORM TEMPERATURE AND 
AIR MOVEMENT 


WRITE TODAY = 


for further information—our 
engineering staff is at your 
service 


Engineers and Manufacturers of 
SHARP FREEZE, 
COOLING, VENTILATING 
HEATING AND DRYING 
SYSTEMS 


902 NO. CEDAR STREET - OWATONNA, MINNESOTA 
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ROCHESTER, N. Y. 
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LAK 


ERHAPS the most modern building on the boom- 

ing Phoenix, Arizona skyline today is Carnation 

Company’s new fresh milk and ice cream plant, 
formally opened November 1. The two-story glistening 
white plant, which somehow doesn’t look like a dairy 
products plant, is located on a fourteen-acre tract at 
North Central Avenue and Monterosa Street. 

The new edifice, containing twenty-five rooms with 
48,234 square feet of floor space, combines fresh milk 
processing and ice cream processing operations which 
were formerly carried on at two different locations. 
Carnation tegan milk operations in Phoenix when it 
purchased the Centrai Avenue Dairy in January, 1950. 
Prior to that, Carnation was operating an ice cream 
plant on Phoenix’s McDowell Road. 

The masonry, concrete and steel building, which rep- 
resents an investment of approximately $1,000,000, is 
set off by a typical Arizona landscaping of flowers, 
shrubs, and six huge native palm trees, a red Roman 
brick pylon at one corner which carries the Carnation 
logotype neon sign, and huge Solex heat resistant plate 
glass windows through which ice cream processing oper- 
ations may be viewed from the entrance walk. 

The ground floor is devoted entirely to processing 
and laboratory activities. Entrance to the plant and 
office areas is gained through a terrazzo floored lobby 
containing a large window in one wall which looks into 
the laboratory. A terrazzo stairway at the rear of the 
lobby leads to the second floor offices, and a door pro- 
vides access to the plant. 

Ice cream processing is carried on in a seventy-nine- 
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foot by fifty-foot room in the front and center of the 
plant. Floors are paved in red brick while walls and 
ceilings are covered with decorator’s canvas and enam- 
eled except for a ceramic tile wainscoting. Light from 
the huge window which takes up three-fourths of the 
front wall is supplemented by flush incandescent light- 
ing. This room is two stories high and finished in an 
off-white except for floors. All doors and hardware are 
stainless steel. 

A door at the south end of the ice cream processing 
room leads to a manufacturing milk receiving room and 
a refrigerated cold room located under the corner sign 
pylon. On the wall opposite the huge picture window is 
a door giving access to a storage area 146 feet by forty 
feet which runs through the lateral center of the plant. 
At the north end is the shipping office and a second 
stairway leading to the upper floor. 

Across the storage area is a door leading to the milk 
processing room: Tis room is seventy-nine feet by 
forty feet, with a tw6 story ceiling finished in exactly 
the same manner as the ice cream processing room. 
Case storage and bottle washing functions are con- 
ducted in a seventy-nine-foot by thirty-one-foot room 
next to the milk processing room and at the back of 
the plant. Grade “A” milk is delivered at the rear of 
the plant, where it is pumped from tank trucks to hofd- 
ing tanks in the milk processing room. 

A small cheese room and a milk refrigeration room 
adjoin the north end of the milk processing room. 

The northeast corner of the plant on the ground 
floor, across the lobby from ice cream processing, is de- 
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voted entirely to the ice cream hardening room. 


Ship- 

ping facilities are just outside this refrigerated area. 
The entire south side of the plant, except for receiv 

ing and cold rooms under the sign pylon, is occupied 


by condenser, compressor, boiler and machine shop 


areas. 
At the head of the entrance lobby stairs on the sec- 


ond floor is 2 waiting room, receptionist and switch- 


board. A large window in the waiting room provides 


visitors with a bird’s eve view of the ice cream process- 


ing room. Similar windows are installed down a hall 


running the depth of the plant. This hall le wre to a 


forty-toot by twentyv-seven- foot hostes ss room w! rk “h 1s 


situated over the first floor central storage afea. Each 


end of the hostess room is walled in glass, thus provid- 


ing overhead views of both ice cream processing and 
milk processing operations. The hostess room is an in- 
and 1S 
available tor use by women’s croups for luncheons, so- 


A small 


. - 1 
novation in many Carnation fresh milk plants, 


cials or tood demonstrations by appointment. 
but complete kitchen adjoins the room. 





PARTIAL VIEW of the ice cream 
processing room in the Carnation's 
new Phoenix plant is seen at the 
left. The freezer and packaging 
operations in this room are seen 
in the photograph at the bottom 
of this page. Packaged ice cream 
is conveyed through the back wall 
into the hardening room. 





Access to the large general office area and the plant 
manager's office is provided through a door in the wait- 
In back of the office area and across the hall 
drivers’ 


ing rcom. 
from the hostess room are a storage room, 
room, lockers and lavatories, and the rear stairway to 
the plant area. 

The entire plant is surrounded by concrete or as- 
phaltic concrete driveways and parking areas. Truck 
sheds behind the plant provide for parking and servic- 
ing operations for the plant’s fleet. A parking lot to 
handle fifty-six cars is located in front of the plant. 

In front of the plant, in the northeast corner of the 
property is a Carnation demonstration ice cream store. 
This building is a duplicate of the store next to the 
firm’s world headquarters building in Los Angeles. 
Constructed of steel and concrete, it has floor to ceil- 
ing walls of glass on three sides. Its purpose is to pro- 
vide a training ground for Carnation ice cream dealers 
and their employees in the art of proper ice cream 


fountain dispensing and management. 
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Are you 


cutting corners 





on the cornerstone 








of your business? 


The end of the year is good 








stock-taking time, time to remi- 
nisce on things well done—time 
to plan on things to do better. 
Time to refocus your attention 
on the things that count in your 
business... cornerstones of your 
gallonage figures like Vanilla. If 
you are using anything less than 
the best for your all-important 
Vanilla flavor—here and now is 
the time to consider... 


Quality leader of a quality house—VIRGINIA DARE 
PURE VANILLA 27, a careful blend of Mexican and 
Bourbon beans ... aged... cared for and brought 
to vou as the finest Vanilla possible, and priced no 
more than ordinary vanillas. Vanilla remains the heart 
of vour gallonage ... vanilla flavor remains the heart 
of your Vanillas. The least expensive ingredient you 
use... the most expensive mistake vou can make. Get 
off on the right foot in °52 with Virginia Dare 
Vanilla +7. 


Cities 


EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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i YAY packaging is of primary importance to 
the production man in the ice cream industry. 
It has become fundamentally important in the 
past five years because on this program of packaging 
hangs a great deal of the success of the ice cream in- 
dustry in the maintaining and increasing of gallonage. 
Many a production man, during this five-year period, 
constantly has come back to the old statement “Give 
me the bulk package where I can put in five gallons 
or 3', gallons and I will show you how to keep pro- 
duction costs down and make money in the ice cream 
industry.” And that statement is true because a pro- 
duction man knows that when filling large bulk pack- 
ages with ice cream he keeps his cost at a minimum. 
But during that same period of time bulk gallonage 
has not held its own. In fact, in some sections and in 
some companies, the decrease in bulk sales has been 
of vital concern to the management as well as to the 
production man. 

However, the production man, at the same time that 
he has been concerned about his bulk program, has 
been very consicious of the necessity of putting into 
that production line those package items that will 
either maintain the gallonage of the production de- 
partment or help to increase its volume. But with the 
introduction of more package items in the Production 
Department, has stemmed the need for the production 
man’s time and efforts to be expanded in the interest 
of better packaging at minimum costs and at the high- 
est production speeds possible. 

During this period the necessity of production men 
and packaging suppliers having a close liaison relation- 
ship has become more and more essential. No longer 
can a request be made just of the Purchasing Depart- 
ment, asking them to secure a certain size and shape 
package. The problem goes beyond that step and now 
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Production Man's 


View of Packages 


BY WALTER DIXON 


Marathon Corporation 
Menasha, Winsonsin 


there is closer coordination between Purchasing and 
Production Departments in consulting with packaging 
suppliers so that today this teamwork program is net- 
ting better results for the ice cream industry at large. 

It is interesting to trace the history of ice cream 
packaging. Many of us can remember the days of 
the cut brick when it was wrapped and put in the tuck- 
end carton. The pail-type packages were introduced 
in the industry primarily because they were used for 
dipping of ice cream in the retail outlet and as a 
carrier from that retail outlet to the home. Then came 
the introduction of the continuous freezer, which made 
packagers conscious of the need of changing the con- 
struction and the style of the package. 

The development of the Philadelphia pint is interest- 
ing. It took a long time in those days to get the ice 
cream industry to accept this style package, and we 
in the packaging field know of the heartaches that 
salesmen went through in trying to sell the square 
package. Pail manufacturers, with whom we were also 
allied, and the people in the round can business, includ- 
ing ourselves, all worked with the industry, and it 
looked for a long time as if this was just another new 
style package that was being taken up by a few people 
in the industry. However, today the Philadelphia style 
linerless package is the dominant package in the mar- 
ket, and in all probability there will be over a billion 
of these used by the industry at large in 1951. 

To help the ice cream manufacturer, a program of 
self-service was introduced by the various merchan- 
disers of food throughout the country. This was a real 
step forward for the ice cream industry, and particu- 
larly for its packaged sales. It gave the ice cream 
manufacturer an opportunity to introduce his wares, 
properly advertised, to the consumer so that she could 
make her own choice. No longer was she confronted 
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Business booster extraordinary! 
Surprizingly low in cost — less, in fact, ? 
than any other available fountain of 
its type o: size! And better still, the PF-A Bobtail 
Fountain has everything, and will do everything, 
provided by bigger and far more costly equipment. 





it’s beautiful, this prestige-building, eye-appealing 
sales maker. But glistening white cabinet, sparkling : 
stainless steel top, syrup rail and interior lining These Are The Features And Equipment 
are only a part of the story; The growing In This Finest Of Fountain Values: 
popularity of the PF-A is due mainly to its serving 
convenience and efficiency — its never-failing Extra large dry storage compartment, with wire shelf 
construction — and its greater dollar-for-dollar value. carbonated and sweet water 
5 syrup pumps and 4 fruit jars with stainless tops 
Draft arms for both carbonated and sweet water 
Spoon holder and Chipped ice pan 
3 sinks with swing faucet 


Only Nelson, with 54 years of “know-how” 
could build this outstanding fountain. And like all 
other Nelson equipment, in spite of its 
modest cost, the PF-A will always be ‘Built Up , 
To A Standard, Not Down To A Price.” Running water dipper well 
Direct expansion coil cooling for syrup rail 
All-cork insulated cabinet 


i= 4 Stainless steel top, liner and high temperature 
PRs. Y IN storage compartment 

' Heavy duty, twin-cylinder refrigerator unit 

Length 4812"; width 312"; counter height 41%". 


peak For TMelsons. Catalog 


that tells all about the PF-A and other fountains 














Prompt Shipment from Nelson Warehouses: Chicago - Pittsburgh - Reading, Pa. - Dallas - Houston - High Point, N.C. - Washington, D. C. 
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with the problem of having to go into an ice cream 
retail outlet and ask for her specific ice cream require- 
ments. Impulse buying was doing a job tor the ice 
cream industry, and after the war self-service markets 
started to put in more and more dairy cases, stimulated 
perhaps in part by the splendid job that the frozen 
tood industry was doing In introducing its products to 
the American housewife. 

In the years of 1946 to 1950, almost 21,000,000 new 
household refrigerators were sold. In the same period, 
a total of 2.900.000 freezers were made and sold. When 
one totals up these almost 24,000,000 new units with 
refrigeration space to hold frozen goods going into 
the households of America and gives recognition to 
the tact that these refrigerators must service at least a 
minimum of four or more people, it becomes evident 
that we were introducing a new stop to the ice cream 
industry that would be able to service 90,000,000 peo- 
ple in these United States. This ts a terrific market. 


We just recently completed a survey in the Chicago 
market in conjunction with the introduction of an in- 
sulated ice cream package, and the results that we 
secured from these self-service markets were most in- 
teresting. We were interested in the very high per- 
centage of ice cream purchased by people for long term 
storage and noted that over fifty per cent of the peo- 


Merry Christmas 


WE APPRECIATE THE FRIENDLY RELATIONS AND 
BUSINESS WITH WHICH THE INDUSTRY HAS 
FAVORED US THE PAST YEAR. 


WE EXPRESS SINCERE, GOOD WISHES FOR YOUR 
HEALTH, HAPPINESS AND PROSPERITY. 


WE PLEDGE 
OUR CONTINUED AND CORDIAL COOPERATION. 


REFRIGERATING EQuipmentT Co., INC. 


$28.36 Forty Fourth St. Union City, New Jersey 


“Sewing The Better Buyers” 
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ple purchased four or more pints of ice cream per week. 
This survey definitely pointed the trend towards the 
selection of ice cream to take home to this new refriger- 
tion stop. 


Incidentally, this survey also pointed out the major 
points that interested every consumer, namely, that she 
was interested first in the quality of the product, and 
second, in the price of the product. The values of the 
merchandising and advertising of the product to stimu- 
late purchasing was also paramount in this particular 
survey as it has been in others that have been con- 
ducted. Interesting observations on the decision of the 
consumer, as far as the style of package is concerned, 
were made in this particular survey. It is again evi- 
dent that Mrs. Housewife depends a great deal on the 
manufacturer or processor of her foods to furnish those 
foods to her in the best possible package, and that she 
will accept that package as long as she can get the 
proper quality at the proper price. 

This survey again pointed out the importance of 
recognizing that the consumer is interested in taking 
sufficient ice cream home and storing a supply of ice 
cream for future use and that the objective of the pro- 
duction man in any ice cream plant should be toward 
providing the tpye of packaging that will carry this 
product of the ice cream industry home to the new 
stop, and that his responsibility as a production man 
does not end at the point of delivering at the retail 
or the self-service market level, but carries on into the 
home of the consumer. Ice cream must be sold as an 
every day product for every day use just as butter and 
bread is sold on the market today. The frozen food 
people recognize this problem, and knowing they were 
competing with canned goods stepped into the market 
to do a merchandising job and tied into this refrigera- 
tion move, and today frozen foods—of which ice cream 
is a very important one—are demonstrating leadership 
in merchandising throughout the country. 

We note in our day-to-day work with packaging of 
all the food products that there is a tendency to put 
more and more items into the frozen food cabinet be- 
cause it is recognized that the consumers are going to 
these cabinets and buying merchandise in greater num- 
bers and in greater volume. The bakery people are 
looking very seriously at this frozen food cabinet; other 
dairy interests have leaned in that general direction. 


This brings to the fore the necessity of recognizing 
the trends in packaging as they are confronting the ice 
cream industry today. The half-gallon package has 
jumped to new heights during the past two years. For 
a long time many ice cream manufacturers sold ice 
cream in one-gallon and '/,-gallon containers. We know 
of the particular emphasis that some ice cream manu- 
facturers gave to the one-gallon and the reluctance with 


which they looked at the half-gallon package for a 
| veriod of time. The general criticism of the half-gallon 
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from freezer to fountain / 


PiTtTT’s 
ITE CDEAM CHERRIES 


Only from Pitt The Cherry House-—can you buy these really 
superb, full-bodied cherries — exclusively processed for the manu- 
facture of that growing favorite, cherry-vanilla ice cream. 

Pitt’s cherries are selected from the traditionally superior 
cherry-growing regions. Scientifically prepared under careful 
laboratory control, they are guaranteed to stay firm and tender 
in your ice cream, without freezing. From freezer to fountain, 
Pitt’s cherries maintain a delicious cherry flavor and color that 
is unchanging from batch to batch. 


You, and your customers, get a big Plus with Pitt's non-bleeding 
feature—a highly desired characteristic developed in our own 
laboratories. 

This year, join the numerous plant-pro- 
duction men who have found by experience 
that there is no substitute for Pitt's Ice Cream 
Cherries. Available in either maraschino or natural flavor 
BRIGHT RED, DEEP RED or BLACK—they are shipped to you in 
barrels and No. 10 tins. 





Place your order now with our field representative or mail 
direct to address below. 


THE Cc. M. & SONS CO. 


Since /9/0 


Key Highway & Boyle St., Baltimore 30, Md. 
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package was that it was not carrying out the bulk idea, 
but when ice cream manufacturers finally took hold 
of it and when production men worked it into their 
production lines, and the sales manager started to mer- 
chandise the product and push it into the home so that 
Mrs. Housewife could have ice cream available at all 
hours, we noted a great upsurge in sales in this par- 
ticular package. Close to ten per cent of the entire 
gallonage that will be produced in 1951 will go into 
the one-half and one-gallon package. Thas points up 
the importance of watching packaging trends and their 
effect on the consumer market. 


The growth in both the pint and ',-gallon package 
points up the necessity of recognizing the place for the 
individual or portion type package. We have always 
had excellent sale on cups throughout the country, and 
we in the packaging field have watched the advent of 
the Diced Ice Cream portion package, as well as the 
Redi-Serve, and now recently the small linerless style 
package. These last three units—the Diced, the Redi- 
Serve, and the small linerless—represent a recognition 
of a packaging trend and the need of the ice cream 
industry at large to promote and have available for 
the consumer all three units of ice cream for home con- 
We 


package, the ' 


sumption. are referring, of course, to the pint 


-gallon, and the individual serving. 


Choice of Machines 


We recognize that some of these individual packages 
will suffer as the production man begins to recognize 


his overall cost, 


When automatic packaging was introduced for the 
pint linerless package and the Don Ray equipment was 
started, and E:x-( ‘ello-O followed, and Anderson Bros.. 
as well as the Palmer people, production men at large 
encouraged these machine builders to look ahead with 
them. 


Naturally, after the industry had an opportunity to 
try this automatic pint packaging equipment in the 
field, it was able to make a choice of those machines 
which would give them the greatest production at the 
minimum cost. I can recall that when automatic ma- 
chines were first introduced, many ice cream manufac- 


turers felt they did not fit into their plants, and many 


of them pointed out that they had very small packag- 


ing operations. But a few years certainly make a differ- 
ence. Today most plants have automatic packaging 
machinery or are carefully analyzing their costs and 
reckoning with the day that they must look at this 
antomatic packaging equipment if they are to keep 
tieir costs at a minimum. 

So we feel production men must give careful thought 
to the program of the individual portion ice cream 
package and the place that it will have in the home, 
as well as for institutional and possible fountain use. 


5”? 


— 


We know that some of the machines are much slower 
in production lines than others on these individual por- 
tion units, but since talking with ice cream manufac- 
turers we find keen interest in properly appraising this 
machine program because when individual portions can 
be filled at speeds between 150 to 175 a minute, not 
only do we have reduced packaging costs but an op- 
portunity to enter into a competitive food field with a 
high quality product, of the same standard as that in 
pints or '/,-gallons. 


The Novelty Program 


Along with this trend in merchandising individual 
portions of ice cream, we have the novelty program. 
We must properly appraise the sales potentials of mul- 
tiple units of novelties. A home market is rapidly de- 
veloping for these lines, as well as the market of vend- 
ing in institutions and industrial areas. 


We have noted the development of overwraps which 
not only offer us a sanitary package but in many re- 
spects replace the old slice box or trunk style package 
that is used to enclose eight wrapped slices. 


We watch with interest the introduction of the choc- 
olate-coated “bon bon” and we can see in it a fore- 
runner to the program of introducing ice cream as an 
item to compete with the candy unit in theatres and 
other places of entertainment. 


A constant review of new styles of packaging for 
ice cream pies, tarts, and ice cream cake rolls is of 
interest and indicates that the production man is look- 
ing for every possible consumer market. 


Insulated Packaging 


We who are in the packaging field recognize that 
one of the factors we are always concerned about in 
the introduction of a new package is its relationship 
to the volume of actual ice cream that will be con- 
sumed. Therefore, we are keenly interested in the pro- 
gram on insulated packaging because we feel that it 
is a step in the right direction of helping the production 
man get his product into the consumer’s home in the 
best of condition. Back in 1945 when we were doing 
early work on insulated packaging we were asked to 
submit packages that would hold ice cream for a period 
of four hours or longer. 


Numerous trials were made with various types of 
material, many of which ran up the cost of packaging 
very high. However, when it was determined that one 
hour would be sufficient time to carry the product from 
the retail outlet to the home, much progress resulted. 
We feel, however, that this is definitely a program that 
will move slowly because all of the final packaging 
plans have not been completed and the economics of 


the package have not been worked out. But it requires 
(Continued on page 65) 
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lf there’s any information you need con- 
cerning containers, remember to write to 
our free Puritan Advisory Service. Address: 
4711 Foster Avenue, Chicago 30, Ill., Att: 
Mr. Hopkins or Kensington, Conn., Att: 
Mr. Taylor. 


PACK IT IN 
— PURITANS 









HOW TO BE HAPPY ABOUT 


your CONTAINER 


It's pretty well agreed these days that a well-designed 
container with your own name on it can do wonders to 
boost sales. We've made many ice cream packers happy 
on that score. 


But we think service is mighty important, too. We're all 
set right now to supply you with containers in a complete 
range of sizes from 3% oz. to 8 oz. One of our experienced 
field men can show you how beautifully Puritans behave 
on your own packing line. He'll spread out on your desk 
some handsome design ideas too, if you like, and also 
set up.a delivery schedule that suits you fine. 


Yes sir, we're at your SERVICE. 





THE AMERICAN PAPER GOOI 
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KENSINGTON CONNECTICUT . CHICAGO ILLINOIS 








THE HEARINGS 
TU DATE 


EFORE undertaking to report on the current Fed- 

eral Food and Drug hearings to establish defini- 

tions and standards of identity for ice cream and 
related products, it is well, I believe, to indulge in two 
preliminaries. The first of these is to examine certain 
aspects of the Food and Drug law itself, its purposes 
and terms; the other is to take a look at the ice cream 
industry as it exists today. 

As to the first preliminary—the Food and Drug law 
is a consumers’ law. It was not drawn for the benefit 
of the food industries, nor for the benefit of the agri- 
cultural, the drug or chemical industries. Those who 
administer the Food and Drug Act may sometimes be 
mistaken as to the real interest of the consumer but 
such mistakes when made are usually of the head and 
not the heart. 

The Federal Food, Drug and Cosmetic Act resulted 
trom five years of almost continuous consideration by 
three different Congresses culminating in enactment 
in 1938, 

In the thirty-two years following the enactment of 
the Wiley Pure Food and Drug law in 1906, the courts 
had of course done a lot of interpreting of that law. A 
very important decision and one which paved the way 
for the standard-making authority of the 1938 Act was 
that food standards established by the Food and Drug 
Administration were advisory only. Such standards did 
not have the force of law. This led to the holding that 
a fanciful name for a food permitted departures from 
even the advisory standards. I would like to divert for 
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BY CHARLES M. FISTERE 


Attorney 
Washington, D. C. 


just a moment to suggest that we may recently have 
come to the same situation in regard to federal stand- 
ards under the new law. 

Under the old law, the Food and Drug Administra- 
tion in a famous case proceeded against a product that 
looked and tasted like jam. It was called Bred Spred 
and did not contain as much fruit as jam was expected 
to contain. The Court held that in view of the fact 
that the packer did not call his product Jam nor claim 
it to be, there was no violation. And here recently, the 
Supreme Court of the United States has held that a 
product which looks and tastes like jam but which does 
not meet the jam standard is nevertheless a lawful arti- 
cle for interstate shipment so long as it is called “Imi- 
tation Jam.” 


Consumer Protection 


But let us return to the consumer protection aspects 
of the present law. The section of the law which con- 
fers authority on the Federal Security Administrator to 
prescribe food standards says in substance that, when 
in his judgment it will promote honesty and fair deal- 
ing in the interest of consumers to do so, he shall estab- 
lish for any food, under its common or usual name so 
far as practicable, a reasonable definition and standard 
of identity for any food. Standards are not to be estab- 
lished you will observe, if the only purpose would be 
to stabilize competition. Neither are they to be estab- 
lished for the purpose of improving the economic lot of 
dairy farmers or fruit growers. 
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This principle of consumers’ interest is so all-persua- 
sive that each and every element of a standard must 
meet the same test. In other words two types of ques- 
tions must be supported by evidence in the hearing. 
The first type is illustrated thus: 

1. Is it in the consumers’ interest to establish a 
standard, any standard? For example, will it 
tend to promote honesty and fair dealing in the 
interest of consumers to establish a standard 
for ice milk? 

The second type of question is: 

2. In the consumers’ interest, should the minimum 
butterfat content of ice cream be ten per cent 
or twelve per cent? 

So much for the first preliminary. The second one 
mentioned was—the ice cream industry as it exists to- 
day. I believe I can best make the point which I have 
in mind by comparing the ice cream industry with the 
evaporated milk industry. In evaporated milk, you 
have simple uniformity. In the ice cream industry you 
have complex diversity. We have in the ice cream in- 
dustry to start with forty-eight laws establishing stand- 
ards, no two of which are identical; we have a variety 
of products ranging all the way from water ices which 
contain no dairy ingredients all the way up to very 


You don't have to chop 
down a cherry tree to get 
a swell February Promotion 


rich mousses, which are high in butterfat and quiescent- 
ly frozen. The ice cream industry is local in character. 
In one part:of the country, a strong coumarin flavor 
is desired, in another a very mild vanilla. In one sec- 
tion a bright red strawberry is preferred, in another 
section a pale pink, and so it goes. Some ice cream is 
consumed minutes after it is made, other ice cream is 
held for weeks before it is eaten. The products of the 
industry are made in a variety of equipment. As indi- 
cated, some products are molded, some made in freezers 
at point of sale; other production in plants involves the 
use of batch freezers. The majority of production is 
An infinite variety of nov- 
elties is being made and sold. 

These, of course, are familiar facts to you. I men- 


trom continuous freezers. 


tion them only to indicate the enormity of the prob- 
lems involved in establishing federal standards for an 
industry as diversified as ice cream. 

The public hearing which began on January 8 of 
this year and which has been in progress, except for 
several recesses, since that time is really a continuation 
of the hearing which was held in 1942. As most of you 
know, the butterfat shortage existing during World 
War II prevented the promulgation of Federal stand- 
ards. Last Fall the Government decided to get along 
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NATURAL FLAVOR-pure cherry juice 
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LIMPERT BROTHERS, INC., Vineland, N. J. 
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with the matter, but it was felt by the Food and Drug 
Administration that so much time had elapsed 'since the 
1942 hearing, that a new hearing was necessary. 

Efforts to narrow the issues and shorten the testi- 
mony have not proved very successful. About twice as 
much testimony has been taken so far during this hear- 
ing, as was taken during the entire 1942 hearing, and 
the end is not yet. 

I would like now to review briefly the principal is- 
sues which are being tried at this hearing, for in a very 
real sense, where there is obvious disagreement between 
the industry and the government, the hearings resemble 
a court case. 

From an economic point of view, the most important 
single question to be resolved is: 

What shall be the minimum butterfat requirement 
for ice cream? 

The industry has proposed and supported with abun- 
dant evidence a minimum of ten per cent butterfat and 
twenty per cent total milk solids. 

The Government has proposed a twelve per cent min- 
imum butterfat with a minimum of six per cent serum 
solids. 

The theme of our evidence on minimum ten per cent 
butterfat has been that it is in the consumers’ economic 
and nutritional interest to establish the minimum at 
ten per cent. 

Butterfat, of course, is the most expensive single in- 
gredient of ice cream. At present, State standards for 
butterfat content are as follows for vanilla or plain 
flavors: 


8' > states 
10° 25 states 
12°; 15 states 
13‘ state 
14° 3 states 


Despite these facts, the Federal Government has 

proposed a twelve per cent standard for the nation. 
The significance of the butterfat problem to the ice 
cream industry is indicated by the following simple 
Vi ore Vendo Dairy -Vend fact: If 600,000,000 gallons of ice cream annually were 
required to contain an additional one penny’s worth 
ice cream venders were pro- (lc) of butterfat, it would increase costs $6,000,000 a 
year, which must be passed along to the consumer. 
duced, sold and placed on With butterfat now uncomfortably close to $1 per 
pound, you can readily see the stupendous stake which 
the industry and ice cream consumers have in this issue. 
The International Association began preparing for 
this hearing in 1948 by making a survey termed “1947 


location during 1951 than 


all other makes combined! 


Butterfat Survey.” The results of this survey appear in 
a series of exhibits prepared and introduced in evi- 
dence. These show that on a national basis at least 
27.31 per cent of the vanilla, coffee and lemon ice 

cream of the United States would not meet the pro- 

posed federal standard; that over 84,000,000 gallons 
The Name to Remember in Automatic Merchandising ef ice cream would be outlawed. This survey, as ap- 


THE VENDO COMPAN Y plied only to the states with standards under twelve 


seam Rash Sieh Genet Konses City 3, Missouri | Pet cent, shows that 36.63 per cent of such ice cream in 
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the latter thirty states would fall below the proposed 
standard. 


The next step taken was to conduct a survey of five 
markets to establish the quantity of vanilla, coffee and 
lemon ice cream which would similarly be outlawed by 
the federal proposals. These markets are Charlotte, 
North Carolina area; New York City; State of Flor- 
ida; Indianapolis; Indiana; and Wichita, Kansas. This 
survey is also reflected in a series of exhibits. These 
show that at least 51.89 per cent of all the vanilla, cof- 
tee and lemon ice cream in these markets would be 
outlawed by the federal proposals. 


Another survey made by the association termed “1950 
Butterfat Survey” is summarized in exhibits and made 
a part of the record. This survey which covered se- 
lected companies in states with minimum standards of 
eight per cent and ten per cent for plain ice cream, 
established that over 17,000,000 gallons of vanilla or 
plain ice cream and over 31,000,000 gallons of bulky 
flavored ice cream (chocolate, fruits and nuts) would 
tall below the proposed federal standard. 


Another survey made by the association shows the 
manner in which school children would be adversely af- 
fected by the increased price of novelties which would 
result from requirement of higher butterfat for such 
novelties. 


Fruit And Nut Ice Cream 


Closely associated within minimum butterfat require- 
ment for plain ice cream is, of course, the permitted 
reduction in butterfat for fruit, nut and other bulky 
flavored ice cream. The Food and Drug Administra- 
tion has proposed that only so much reduction in 
butterfat can be taken as is due to the dilution by the 
bare fruit itself, without sugar, and in no case shall 
the butterfat content of bulky flavored ice cream be 
less than ten per cent. The industry has shown that 
such a provision would be unreasonable. It would be 
particularly burdensome to those manufacturers who 
want co use large quantities of fruit in their ice cream. 


The next important subject which I will discuss is Ice 
Milk. The International and the Retailers’ associa- 
tions have proposed that ice milk be defined so as to 
require not less than two per cent and not more than 
3! per cent butterfat, and not less than eleven per 
cent total milk solids. The proposal further states that 
when ice milk is packaged in containers larger than one 
pint, it contain neither color nor characterizing flavor. 


More differences of viewpoint have been expressed 
on the subject of ice milk than on any other subject 
involved in the hearing. There are not just two views— 
there are four of real consequence, and one or two addi- 
tional subsidiary views which have not been put in the 
record. 


Naturally, I will record first the view held by the 
two associations which support the proposal I have 
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DOLE TRUCK PLATES 
Keep Ice Cream HARD 


DOLE 


any insulated body 


Truck Plates can be installed in 
Hung on the walls 
or suspended from the ceiling, they take 
up no valuable payload space. Charging 
may be done enroute by a truck-mounted 
ompressor or at night from a central 
system 


You can’t sell soft ice cream. And you can’t 
keep it hard as when it left your plant if you trans- 


port it in “just any” delivery truck. 


That’s why successful ice cream manufacturers 
insulate their delivery bodies and equip them with 
DOLE Holdover Truck Plates. Then, regardless 
of length of the daily route, number of stops, or 
the weather, their product is delivered in saleable 
condition with all its fine flavor and texture pre- 


served. 


You'll want the entire DOLE story. Write 


today for literature. 


DOC DOLECO Says— 

DOLE Plates pay 
for themselves in 
short order by the 
savings they show 
in protecting prod- 
uct quality. 


7. 


DOLE REFRIGERATING CO. 


5928 N. PULASKI ROAD, CHICAGO 30, ILL. 
103 Park Ave., New York 17 


Dole Refrigerating Products, Limited, 44 
Brantford, Ont., Canada 


Elgin St., 
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just indicated. The basis of the support of this pro- 
posal rests on two solid tacts: 

(a) Ice milk is a wholesome nutritious food which 
has an identity of its own. 

(b) The specific terms of the proposal which we 
have advanced is best calculated to prevent 
confusion and deception in the sale of this 
product. 

Next, there is the proposal of those manufacturers 
typified by the Dairy Queen group whose proposal for 
a standard for ice milk is the same as for ice cream 
except that its butterfat content would run all the way 
up to the minimum for ice cream. 

The next view was expressed by some of those who 
had proposed the Dairy Queen type standard. These 
witnesses seemed to support a six per cent maximum 
although, as I say, their testimony was at variance with 
the proposal. 

Finally, we had the group represented by spokesmen 
for two Eastern associations of ice cream manufacturers 
and an organization of Eastern milk producers who 
opposed any and every standard for ice milk. 

You will be interested to know that a witness from 
the Food and Drug Administration testified from the 
results of a consumer survey which he had conducted 
that a majority of consumers consistently declared the 


you want Yudlity Chocolate 


Ice Cream 


Monvfacturers of 
* quality coatings for ice cream bars 
* chocolate liquors * chocelate chips 


Importers of 
* Holland-Dutch Cocoas 
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ice milk sample containing 3.5 per cent butterfat as 
“not ice cream.” In other words, an ice milk contain- 
ing 3.5 per cent butterfat was identified as a product 
different from ice cream; whereas samples containing 
more than 3.5 per cent were consistently confused with 
the ten per cent ice cream with which they were com- 
pared in the survey. 

The Government’s proposal with respect to sherbets 
and ices is confined to fruity-type products. The revo- 
lutionary part of the proposed standards for these 
products is that they do not provide for the use of 
either natural or artificial flavors. 

Historically and universally the flavor of sherbets 
and ices has been imparted by the use of natural and 
artificial favors, sometimes as fortifiers for the fruit 
and fruit juice, but frequently as the sole flavoring 
material. Faced with this prospective prohibition 
against the use of natural and artificial flavors, the 
Committee on Definitions and Standards studied and 
considered an alternative to this 100 per cent fruit and 
fruit juice provision which the prohibition presents. 
After consderable deliberation, the Committee decided 
to propose that sherbets and ices contain not less than 
two per cent of fruit juice for citrus sherbets and ices, 
six per cent for berry sherbets and ices, and ten per cent 
for other fruits. These minimum proposals were cou- 
pled with a proposal that the use of natural and arti- 
ficial flavors to fortify be permitted. | 

To support these minima, the Dairy Department of 
the Ohio State University, through Dr. T. D. Har- 
man, presented survey evidence to the effect that a very 
large majority of consumers—a majority in the neigh- 
borhood of eighty per cent—correctly identified the 
flavors at the two, six and ten per cent levels without 
fortification. However, the survey further revealed 
that there was a preference for sherbets in the three 
categories which had been fortified with natural flavors. 
From this evidence it is reasonable to conclude that the 
minima proposed are sound and that the matter of 
accentuating or further characterizing the flavor should 
be left to the demands and preferences of individual 
markets. 

One of the sharpest issues present at the hearing re- 
lates to the proposal of the industry that certain mild 
alkalis and mineral salts be permitted in specified max- 
imum minute amounts as additives in ice cream mix 
for the purpose of adjusting protein stability, control- 
ling viscosity and adjusting the pH of the mix. Our 
proposal on this subject limits the use of the suggested 
materials to situations where there has been no more 
than .003 per cent of developed lactic acid per one per 
cent of serum solids, thereby insuring that sour mixes 
could not be neutralized. Our evidence to support the 
proposal has been presented by the professors of dairy 
technology, by industry scientists and ice cream imanu- 
facturers. The evidence has included a suggested meth- 

(Continued on page 69) 
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The Effect Un Mix Uf 
HEST Pasteurization 





‘T \HE high temperature short time pasteurization 


method of processing ice cream mix is showing 

much promise as having valuable application in 
the ice cream industry. Considerable investigation has 
been conducted in establishing an effective time tem- 
perature relationship to insure proper bacterial destruc- 
tion. As a result much bacteriological data on this 
subject are available. These data have been used by 
regulatory officials in granting tentative approval for 
pasteurization of ice cream mix at 175 degrees F. for 
twenty-five seconds. 

Quite naturally the paramount concern of most in- 
vestigations regarding high temperature short time 
pasteurization of ice cream mix has been the public 
health factor. There is evidence that good quality 
ice cream is produced from mix pasteurized by HTST 
methods but less information is available on the effec- 
tiveness of this process with respect to the quality of 
the finished ice cream and other processing features 
than for the satisfactory destruction of microorganisms. 


Effect On Properties Of Mix 


The literature reveals only limited information on 
the effect of time and temperature of pasteurization 
on the properties of the ice cream mix. Although 
there is not complete agreement of all investigators, 


60 





| 
/ 
4 
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it appears that as the temperature of pasteurization 
increases, the viscosity of the mix and the whipping 
time decreases. The extent of these changes may de- 
pend on factors such as the kind and amount of stabi- 
lizer, type of pasteurization equipment, the range in 
pasteurization temperature, or other factors not yet 


studied. 


Effect On Finished Ice Cream 


A few investigators have reported the effect of time 
and temperature of pasteurization on the properties 
of the finished ice cream. Most important among 
the properties studied are flavor and body and texture. 
Ice cream mixes pasteurized at 160 degrees F. for 
nineteen seconds have been compared. No pronounced 
cooked flavor was noted in the finished ice cream 
pasteurized by either method and there was no signifi- 
cant difference in the body and texture of the ice cream. 
Studies show that ice cream pasteurized in a Vacreator 
was improved in flavor when scored fresh and that 
there was less tendency for it to develop off-flavors 
during storage. 

Reports of studies with the Mallory heater show 
that at temperatures above 250 degrees F. the flavor 
of the ice cream was adversely affected. In general, 
the work indicates that the body and texture scores 
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Temperature of 

Pasteurization 

Degrees F. for 

Mix No. 15 sec. 

l 170 
180 
190 
200 


Surface 
Tension 
ynes 
48.0 
49.0 
48.7 
48.7 


Acidity 

Percent 
0.20 
0.20 
0.20 
0.20 


2 
3 
4 





TABLE 1 
Effect Of Pasteurization Temperature On the Properties Of the Mix 


Viscosity Border Flow Meter 
at 50 degrees F. 
Fresh Mix After 18 hrs. 
Min. Sec. Min. Sec. 


1 l 24 
I 1 18 
l 1 
I l 


Time Required to 
reach 90 percent 
overrun 


Min. 


16 
15 








compared favorably with the scores of samples pas- 
teurized by the batch method. The conventionally 
pasteurized ice cream suffered a greater loss in body 
and texture score after twenty days’ storage than did 
those of the ice cream made from Mallorized mixes. 


Effect Of Heat On Stabilizer 


The use of stabilizers in an ice cream mix pasteurized 
by HTST process presents many problems. The 
literature reveals only limited information on the effect 
of heat on ice cream stabilizers. Reports show that 
stabilizing properities of certain materials are seriously 
affected by temperatures above 165 degrees F. Others 
are affected at temperatures of 190 degrees F. or above 
and still other stabilizers seem to be unaffected by heat. 

There is still need for more detailed information 
regarding the optimum application of HTST pasteuri- 
zation of ice cream mix when various operational 
methods, equipment and mix compositions are used. 


Early Data 


Early results of an investigation being conducted 
in our ice cream laboratories concerning the effect of 
pasteurization temperature on the properties of the 
mix and the frozen products are reported here. 


A series of experimental mixes was prepared and 
processed under carefully controlled conditions. Each 
batch was made in duplicate and each was pasteurized 
at four different temperatures. 

The mixes contained 12 per cent fat, 11 per cent 
milk solids-not-fat, 15 per cent sugar, and no stabi- 
lizer. 

The ingredients used included 40 per cent cream, 
4 per cent milk, non-fat-dry milk solids and cane sugar. 
The cold mix ingredients were assembled in a 150- 
gallon mix vat and immediately pumped to the pas- 
teurizing unit. Each batch was pasteurized at four 
different temperatures: 170, 180, 190, and 200 degrees 
F. for fifteen seconds. 


Pasteurization And Homogenization 


The mixes were pasteurized and homogenized at the 
pasteurization temperature in a two stage machine with 
a total of 2500 pounds pressure. The mix was then 
cooled to 40 degrees F. and frozen in both batch and 
continuous freezers after an eighteen hour aging peri- 
od. 

Data have been obtained on the effect of the above 

(Continued on page 68) 





Temperature of 
Pasteurization 
Degrees F. for 

15 sec. 


Mix. No. 


Fresh 


38.5 35.0 
Lacks fine flavor 
8. 36.5 

SI Cooked 

38.0 

SI Cooked 
37.5 7.5 
Cooked 


38.5 
Lacks fine flavor 
38.0 
SI Cooked 


37.0 
37.0 
38.0 37.5 
SI Cooked 
38.0 
SI Cooked 


37.5 





TABLE 2 


Effect of Pasteurization Temperature On the Properties of the Finished Ice Cream 


Flavor Score and Observations 
After 6 wks. 


BATCH FREEZER 


Oxidized 
Oxidized 


Cooked 
CONTINUOU 


Lacks freshness 
Lacks freshness 
SI Cooked 
SI Cooked 


Melt down Percent 
Melted at 80 
degrees F. 
After 1 hr. 


Body and Texture Score 
and Observations 
Fresh After 6 wks. 


28.0 
Coarse 
29.0 
Coarse 
28.0 
Coarse 
28.5 
Coarse 


S FREEZER 
29.5 


26.5 
Coarse, Sandy 


Coarse, Sandy 
Coarse, Sandy 


27.0 
Coarse, Sandy 


29.5 
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‘Te keep pace with a continually expanding de- 
mand for its products, the management of White- 

lawn Dairies has found it essential to make use 
of production equipment capable of turning out qual- 
ity ice cream products in an efficient but economical 
mManner., , 

Nowhere is this better illustrated than in the White- 
lawn experiences in the manutacture of ice cream sand- 
wi hes. At one time and not so very long ayo eleven 
plant workers were required to produce 250 dozen sand- 
wiches per hour. Beginning last month, atter the in- 
stallation ot a recently-developed Anderson Bros. ice 
cream sandwich extruder and bagger, production was 
increased to 300 dozen units per hour, and only five 
workers were employed. Furthermore, the new equip- 


ment facilitated what is believed to be the first straight- 


line operation in ice cream sandwich manufacturing. 
As witnessed at the W hitelawn plant, where two 

brands (Deauville and Maytair) of French-style ice 

cream products are manufactured, the sandwich-mak- 


" 


Whitelawn 
upeeds Up 
| Sandwich 


aj Production 


x 


om 


ing procedure appeared to be relatively simple. Ice 
cream was piped directly at 21 from a Cherry-Burrell 
continuous freezer to the extruder apparatus (which 
is equipped with a variable speed drive so that it can 
be synchronized with the output of the freezer). As 
the ice cream entered the machine, :t was extruded in 
portions of precisely the same size—2 by 5', by 9/16 
thick. Each portion amounted to (approximately) 3.2 
ounces of ice cream. 

Two chutes mounted on either side of the nozzle 
fed long-type Empire Biscuit wafers to the point where 
the ice cream was extruded. Once the sandwiches were 
made, they were bagged automatically by means of a 
device that is an integral part of the extruder machine. 
Then the sandwiches were dispatched down a chute 
to the packaging table, where they were assembled 
twenty-four to a box before being conveyed to the 
hardening room. 

The breakdown of personnel required to process the 
sandwiches manufactured with the new machine is in- 





300 DOZEN ice cream sandwiches 
“are turned out hourly by White- 


lawn with the 


aid of new ex- 


truder and bagger (pictured 


FS above). When 


sandwiches are 


made and bagged, they are 


chuted to conveyor (photo at 
left), boxed and readied for hard- 
ening room. New type box (photo 


at right) permits packing sand- 


wiches prior to hardening on sides 


in two rows. 


Divider between 


teach tier prevents compression 
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“Ten years ago 


America’s Business 


publications a 


~ JOHN W. SNYDER 


Secretary of the Treasury 


“Ten years ago America’s business publications, as a voluntary public service, 
presented for the first time advertisements outlining the Payroll Savings 
Plan for the regular purchase of U. S. Savings Bonds, and urged its accept- 
ance. During the decade which has passed, American business has consist- 
ently supported the Payroll Savings Plan and made it a success. Continuation 
of this cooperation with the Treasury is most essential in the present emer- 
gency. Expanded sales of Defense Bonds will assist importantly in checking 
inflation, in preserving economic stability, and in furthering the over-all 


defense effort.” 


In ten brief years: 


From 700,000 in 1941 employee participation went 
to 27,000,000 at the peak of the war. 


Companies with Payroll Savings Plans jumped from 
10,000 in 1941 to more than 175,000 during the war. 


Since January 1, 1951, the number of men and 
women on Payroll Savings has grown from 5,000,000 


to 6.200.000. 


On September 30, 1951, individuals held Series E 
Bonds totaling $34.6 Billion— more than $4.6 Bil- 
lion greater than on V-J Day. 


@ In the January-September, 1951, period, 33,418,006 


$25 E Bonds were purchased—a gain of 17% over 
the same period of 1950. 8,966,000 $50 E Bonds 
were sold in the first nine months of 1951. $25 and 
$50 denominations are the bonds bought by Payroll 
Savers. 

Congratulations to the executives of industry and 
the publishers of business papers for their continu- 
ing effort in promoting systematic savings through 
the Payroll Savings Plan—the plan that protects 
America and Americans. 


The U. S. Government does not pay for this advertising. The Treasury De- 
partment thanks, for their patriotic donation, the Advertising Council and 


ICE CREAM FIELD 
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In the better North Beach area. Close to 
all Miami Beach attractions; race tracks, 
golf courses, and surf and pier fishing. 
Where Leisure Living Prevails in an In- 
formal Atmosphere and Casual Attire is 
Encouraged ... 


* 124 Luxuriously Furnished Rooms °* Air Conditioned Lobby, Cock- 
* 200 Foot Private Beach tail Lounge, and Coffee Shop 
* Salt Water Swimming Poo! * Air Conditioned and 
* Large, Comfortable Cabanas Oceanfront Rooms 
* Free Parking on Premises * Entertainment 
MOTORISTS 

You'll enjoy our motel accommodations . . . Park in 

front of your room by the Sea .. . Enjoy complete luxury 

plus casual, informal motel living. Children welcome. 


SPECIAL WEEKLY AND MONTHLY RATES 


PER PERSON 
TWO IN A ROOM 
UNTIL DECEMBER 25TH 





teresting. One man supervised the freezer operation. 
One girl fed both wafers and bags into their respec- 
tive chutes. Two girls were assigned to package the 
bagged sandwiches. And another girl sealed the pack- 
ages and otherwise readied them for the trip to the 
hardening room. 

So efficient was the entire procedure that plans are 
being considered to eliminate one of the packagers, as 
it has been found that one girl can handle the output 
of sixty sandwiches per minute. This, of course, will 
reduce the total number of workers necessary to pro- 
duce sandwiches to four. 

As for the extruder machine itself, in addition to its 
sanitary features, it is equipped with large rubber tired 
casters for ease of moving in and out of position. All 
parts that contact the sandwich are made of stainless 
steel. The base is a fabricated steel structure. 

Physical dimensions of the machine are overall 
height, sixty-three inches; width, thirty-six inches; 
depth (front to back), thirty inches; and weight, 500 
pounds. These indicate that little floor space is re- 
quired at the freezer or in the equipment storage room. 

While the present unit accommodates wafers mea- 
suring 2” by 514° by 3/16 thick, plus the twin-type 
wafers, it was learned that Anderson Bros. plans to 
introduce similar units one of which will handle small- 
er-sized rectangular sandwiches, and the other square- 
type sandwiches exclusively. 
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constant watching on the part of production men, and 
we recommend to you that you conduct your own ex- 
periments and your own trials, and your own checking 
to be assured that you are keeping pace with what 
might be a very important development for the ice 
cream industry in its merchandising and promotion of 
greater gallonage. 

The paper and the board people, in the meantime, 
have also been moving forward. They have come a 
long way in the production of packages. Today the 
paper industry is manufacturing a splendid grade of 
food boards. We are looking forward to the time when 
we can do certain things on paper machines that will 
even improve the present standard that we have at- 
tained. 

We expect, also, to come up with protective coatings 
that will measure up to the costs of the parafhned types 
that we have been using for many years. Even the 
parafhned types of coatings have been vastly improved 
over those of ten years ago to the point that today you 
get the finest of wax blends and protection that was 
not possible a few years ago. Many of us, however, 
feel that with the introduction of automatic packaging 
in the pint units, we have had to take a slight step 
backwards in not being able to maintain the high per- 
centage of parafhned coatings that we formerly had 
on our packages, but the research departments of vari- 
ous packaging firms are working diligently on this 
problem, and some of the test results that we have 
had to date indicate that this problem is being corected 
rapidly. 

The brightness of our food board grades is excellent 
for the proper background for printing, as well as for 
being close to that fine product—ice cream. More 
production is coming in on these solid grades of board, 
and the paper and board industry will be able to cope 
with the expanding packaging program that the food 
industry at large will be demanding of it in the next 
few years. 


I know that many times production people say, 
“Well, all you’re trying to do is sell more paper and 
more board, and we get sort of tired of promoting 
packaging programs that means more paper to handle 
and throw around.” I agree that this is true, but at the 
same time the more paper and the more board that 
you are going to use means that you are going to be 
putting out more packages and increasing your gallon- 
age program throughout the country. So I believe the 
two go hand in hand, and I look with interest on the 
developments in other food lines as they affect the 
over-all packaging competition that the ice cream field 
will have today. 


Ice Cream Fieitp, December 1951 


We know that the frozen food industry will intro- 
duce machines during the coming year to handle con- 
sumer size units in paperboard to package free flowing 
vegetables at the rate of 220 packages per minute. 
That means tremendous competition in those frozen 
food cabinets for the can people and at the same time 
means that more frozen food cabinets are going into 
self-service markets to handle this ever-expanding pro- 
duction program, and it means that the average oper- 
ator handling food products is going to become more 
and more familiar with cabinets. This is going to be 
a step forward for the ice cream industry (A major 
problem—and I know every production man is con- 
cerned with it—is the necessity of maintaining proper 
temperatures in the outlets that handle your ice cream 
product on its way home to that final stop.) 

In summing up this general presentation on pack- 
aging, I think it is important to note that today the 
production man’s relationship to packaging is just as 
important as the sales manager’s activity in the mer- 
chandising of the product. The two departments are 
going hand in hand because production is interested 
in what is going to happen to the product after it 
leaves your plant. Also, the production man’s observa- 
tion on packaging today is not in appraising its cost 
as it is related to the individual package price but as 
to the overall cost of the package after it enters the 
production line and is carried on through to the time 
it is put into the hardening room. Packaging costs are 
the overall costs and not what the purchasing agent 
pays for the individual package from the package 
supplier. Many a package may seem low in cost, but 
is high in ultimate cost after it leaves the production 
line. Therefore it is essential that all production people 
recognize the necessity of measuring packaging costs 
at the end of the production line rather than at the 
start. 





This article is based on a talk given during the recent convention of 
the National Association of Retail Ice Cream Manufacturers, held in 
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Since ic was first installed in the tower of the 
House of Parliament in 1856, “Big Ben” has 


been telling the time for millions of Londoners. 
(*” Because ithas been “always correct’ for almost 
| a century, “Big Ben’ has become the most 


famous clock in the world 


Because they, too, are “always correct’, A.C. mineral 
salts have been standard with leading dairies for more 
than twenty years. The constant quality of A.C. means 
constant uniformity for your product. If you have used 
A.C... you know! Uf not, write us for full details. Also ask 


about our balanced stabilizers and emulsifiers. 


ACCEPT NO SUBSTITUTE 
Manufactured only by 


HORNER SALES CORPORATION 


7500 FELICIA WAY PITTSBURGH 6, PA. 
























0 FINE ICE CREAM 
PREREQUISITE T oe 





Always Finer 


VANILLAS 


BECK VANILLA PRODUCTS COMPANY 








General Offices and Factory: EAST ST. LOUIS, ILLINOTS 
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Dairy Joy Chain 
Has Busy Season 


YPICAL of the success stories in the soft ice 
cream business is the one which features sixteen 
stores and the name “Dairy Joy.” 


That is the name given to a chain of retail establish- 
ments in New England by two enterprising young men 
who constructed appropriate buildings last Spring for 
the purpose of selling ice milk products. The Dairy 
Joy stores generally are small, compact, well-kept and 
well-lighted, and have ample parking facilities. Cus- 
tomary store hours are from 10 A.M. to 12 Midnight. 

These soft ice cream outlets, using Sani-Serv con- 
tinuous, direct-draw freezers, use an average of 5,000 
to 6,000 gallons of mix per store per season. Gallonage 
in this type of product has been increasing steadily in 
recent years, and, in a two-year period, the output of 
ice milk jumped from 19,500,000 gallons to 25,400,000 
gallons. 


Operators of the Dairy Joy chain attribute the popu- 
larity of its products to consumer acceptance of freez- 
er-fresh frozen desserts. “People like to receive their 
cones and containers of soft ice cream at the turn of a 
tap, and they like to watch the product being manu- 
tactured,” it was stated. 
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training its executives. I think the training course was 
to cover two elements: (1) Human Relations, and (2) 
Self-Expression. 

The growth of electrical refrigeration in this coun- 
try is due to house-to-house selling by power companies, 
all of whom spend the majority of their time and 
money on on-the-job sales training. A host of national 
leaders in the appliance field could show the dairy 
industry, far better than I, the tremendous importance 
of on-the-job sales training. 

In this modern age of swiftly distributing masses of 
products to masses of consumers, sales has become a 
matter of communications, planning and timing. In 
no field of food distribution is this more vividly illus- 
trated than in ice cream. It requires the utmost care 
in handling. Each link in the chain must be in order, 
from the farm to the plant through various depart- 
ments, laboratory, mix, processing, hardening room, 
shipping, delivery, driver-salesmen, dealer and yes, even 
to the all-important consumer. 

Managers and sales managers have a continuous job 
to perform. It requires the hichest degree of coopera- 
tion in all departments, and skill in handling many 
problems. It can not be properly performed without: 


(1) Communication (or Sales) and (2) Education 
(Training). 

You can’t produce erithusiasm for a job, unless you 
have confidence in your ability to do the job. You 
can’t possibly have confidence unless you have knowl- 
edge. Knowledge is the°ability to meet any given situ- 
ation (and the good Lord knows we have a lot of them 
in the ice cream business). 

Old King Solomon was a very wise man. He de- 
scribed knowledge as a priceless prossession. He speaks 
about it again and again. Here is one of his many 
tributes: 

“Through wisdom is a house builded: and by un- 

derstanding is it established, and by knowledge 

shall the chambers be filled with all precious and 
pleasant riches.” 

You can’t impart knowledge with maximum effec- 
tiveness to sales personnel without some kind of an 
educational or on-the-job training program. 

You don’t have to be a large company to do this job. 
Actually it’s part of management’s job. If manage- 
ment hasn’t a trained man—well, I can speak from 
experience—send one to the Ice Cream Merchandising 
Institute school. 

This article is based on a talk given during the recent convention of 


the International Association of Ice Cream Manufacturers, held in 
Detroit, Michigan. 
























Is YUR SALES DEPARTMENT 


GOING AROUND IN CIRCLES? 


Are You Lacking a PROGRAM To Meet 








Competition ... 


The Council has prepared many sales incentive pro- 
grams to maintain sales at an all high level. A 
winter sales program is available that will bring results. 


All merchandising material and advertising is pur- 
chased on a cooperative basis saving 40°% upward. 
This material is exclusive with Council members. 


All Ice Cream cartons, using the trade marks and 
designs of The Council are available on a cooperative 
purchase plan saving you 25% or more. 


The Council maintains a complete monthly merchan- 





GO THE SECOND MILE... 





u 
an JOIN THE COUNCIL NOW! 
@evatitTy 
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euawee’. 3465 COLLEGE AVE. WABASH 8788 
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That Will Increase Your SALES and PROFITS? 
WE CAN SOLVE YOUR PROBLEMS AND HERE’S HOW ... 


. IMCREASE SALES AND PROFITS ... 


THE AMERICAN ICE CREAM MERCHANDISING COUNCIL 


. A Sales Program 








dising program for all its Member Firms. The Coun- 
cil places you on a national basis as to advertising and 
merchandising. 

You maintain your local identity and receive greater 
consumer acceptance yet you are placed on a national 
basis. The program is franchised on an exclusive 
basis in your territory. 

The Council places your products under the “Quality 
Guarded” program. The emblem signifies that the 
ice cream is made under the strict compliances of the 
“Quality Guarded” program. 


CALL TODAY. 





INDIANAPOLIS, INDIANA 
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impressive, it must be remembered that most dealers 
stocked up very heavily toward the end of the sale. 
This gave them a substantial inventory to carry into 
the following month. 

Profit-wise this promotion paid off for most of our 
plants. Based upon the sales increases we enjoyed, we 
assumed most of these sales were plus sales. On that 
basis, a very large part of the difference between our 
manufactured cost and our selling price was net profit. 
This type of accounting can only be applied during 
our off-season, during the slow months when our pro- 
duction is down and our hardening rooms, trucks and 
cabinets are only partially full. Had this promotion 
resulted in a diversion of more profitable sales to the 
half-gallon, we would have regarded this special price 
as uneconomic. 

[In setting up a program of this type, the following 
steps are essential: 

1. Determine the estimated sales you expect to de- 
velop. 


2. Notify your production department and purchas- 


MWMTST Pasteurisation 
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pasteurization temperatures on the properties of the 
mix and the finished product. 

The accompanying tables show the effect of different 
pasteurization temperatures on the properties of the 
mix and the finished ice cream. 

Under the conditions of this investigation the re- 
sults indicate that the temperature of pasteurization 
had no effect on the titratable acidity and pH values 
and little, if any, effect on the surface tension of the 
mix. As the pasteurization temperature increased 
there seemed to be a tendency for the mix viscosity to 


c 
FOR ICE} CREAM MANUFACTURERS 
310 WEST WASHINGTON STREET. CHICAGO 6 


ing department well in advance so they can plan on the 
sale. 

3. Prepare a dealer letter advising them of the pro- 
motion and what you hope to accomplish. 

4. Develop newspaper and P-O-S advertising featur- 
ing the special price. 

5. Hold a drivers’ meeting and review the entire 
program. 

6. Set up quotas for your plant, your salesmen and 
your drivers so they have something to shoot for. 

7. Be enthusiastic. 


I would like to suggest that the entire industry con- 
sider a similar promotion in the spring and in the fall 
of each year. The results would be worthwhile. Your 
dealers would enjoy additional sales, your whole or- 
ganization receives a real shot in the arm. 

On an industry basis, we could all benefit from the 
joint advertising effort. The consumer would be far 
better acquainted with the half-gallon package. More 
people would form the habit of storing ice cream in 
their refrigerators, more ice cream would be consumed 
generally. 


This article is based on a talk given at the recent convention of the 
International Association of Ice Cream Manufacturers. 


decrease. The best whipping properties occured in 
the mixes pasteurized at 190 degrees Fahrenheit. 
Flavor and body and texture observation made on 
fresh ice cream and on ice cream stored for a period 
of six weeks, indicated that pasteurization temperatures 
greatly influenced the keeping qualities. Mixes pas- 
teurized at 170 and 180 degrees F. for fifteen seconds 
developed off-flavors during the storage period. This 
was not the case when mixes were pasteurized at tem- 
peratures of 190 and 200 degrees Fahrenheit. Flavor 
deterioration during storage was greater in the ice 
cream frozen in the batch freezer than that frozen 
in the continuous freezer. Although the finished prod- 
ucts were criticized in some cases as having a cooked 
flavor, their flavor was not as pronounced, even at the 
higher pasteurizing temperatures, as is sometimes en- 
countered in mixes pasteurized by the conventional 


| method. 


There was little effect of pasteurization temperatures 
on the body and texture characteristics of the finished 
ice cream. 

The rate of melting of the ice cream was greatest 
when the mix was pasteurized at 170 degrees. The 
slowest melting rate was encountered when the pas- 
teurization temperature of 190 degrees was used. 

Results indicate that the time temperature relation- 
ship is an important factor in the HTST pasteuriza- 
tion of the ice mix. The time and temperature of 


| pasteurization merits careful consideration in produc- 


ing a finished product of the highest quality. 
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od for lactic acid determination which is practical for 
enforcement purposes. The method referred to is a 
modification of the Barker-SSummerson method. 

Since the 1942 hearing, there has come into view 
widespread use of the stabilizer, cellulose gum. A 
strong case supporting the inclusion of cellulose gum as 
one of the optional stabilizers has been placed in the 
record, as has evidence of its harmless nature. 

Most of the dairy ingredients commonly used in the 
manufacture of ice cream are included in the govern- 
ment’s proposal; however, butter oil was not included, 
and the industry has proposed and supported butter 
oil as an optional dairy ingredient. Testimony as to its 
character and usefulness has been presented at the hear- 
ing. Other modified dairy ingredients such as enzyme- 
treated condensed skimmed milk, and base-exchange 
products, have also been proposed by suppliers. Con- 
siderable testimony on the use of whey solids in sherbets 
has also been offered. 

Since the 1942 hearing, surface-active materials as 
emulsifier-stabilizers have come into widespread use in 
the industry. In the earlier hearing a case was pre- 
sented in support of a combination of gelatin and 
mono and diglycerides, resulting in the government's 
proposing this combination. Since that time, mono and 
diglycerides have been successfully used with all other 
vegetable gum stabilizers; hence the association has 
proposed (and supported by evidence) separating the 
exclusive tie-up between mono and diglycerides and 
gelatin and suggesting that mono and diglycerides be 
permitted to be used with the other recognized sta- 
bilizers as well. 

With respect to the other surface-active materials, 
the position of the industry was set forth in the testi- 
mony of Ridgway Kennedy on the opening day of the 
hearing, when he stated that the industry recognized 
that these materials are technologically useful in manu- 
facturing operations and that if the evidence adduced 
at the hearing showed them to be harmless, the indus- 
try favored their inclusion as optional ingredients. 

At the same time, the industry had taken the problem 
to the Food Protection Committee of the National Re- 
search Council in November 1950, and had requested 


that body to investigate the data relating to the safety | 
of these materials, and to report its findings. After | 


eight months of consideration, the National Research 
Council reported that the evidence reviewed was insuf- 
ficient to permit a final judgment at this time as to the 
safety for use. They recognized that additional clini- 
cal studies were in progress and they themselves later 
suggested other studies. Some of these additional stud- 
ies will require a minimum of two years to complete. 
Nevertheless, beginning November 5, 1951, proponents 
of these emulsifier-stabilizers began to introduce evi- 
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dence relating to the safety for use of the various sur- 
face-active materials used in the manufacture of ice 
cream. 

I would like to discuss one further topic which has 
been under the surface throughout the hearing but 
which has not been the subject of testimony. I refer 
to products which are made and resemble ice cream 
but in which vegetable oil has been substituted in whole 
or in part for butterfar. 

It is expected that when definitions and standards of 
identity have been promulgated for ice cream and the 
related products, that a product in semblance of ice 
cream but in which vegetable oil had been substituted 
in whole or in part for butterfat, would be regarded as 
a product purporting to be ice cream. Since, obvious- 
ly, such a product would not conform to the standard 
for ice cream, it would be considered misbranded under 
the Act. 

Finally, I would like to take a moment to pay trib- 
ute to representatives of the National Association of 
Retail Ice Cream Manufacturers who have served on 
the Committee on Definitions and Standards of the 
International Association of Ice Cream Manufacturers. 
These men are Harry Burt, Dr. W. C. England, and 
Ed Wendt. These men have ably represented the Re- 
tail Association in the work of the committee. I would 
like also to say at this time that every proposal which 
has been advanced by the International Association at 
the hearing was previously approved unanimously by 
the entire committee. 

This Federal Standards proceeding is a tremendously 
vital program requiring the best talents of the ice 
cream industry. We who have had the responsibility 
for presenting the case have had the finest kind of co- 
operation from small, medium, and large ice cream 
companies, as well as from the university dairy schools 
and from the companies which supply the ice cream 
industry. 





This article is based on a talk given at the recent convention of the 
National Association of Retail Ice Cream Manufacturers, held in 
Cincinnati, Ohio. 


CONCENTRATE EMULSER 


“tor the finest in ice cream 


VicGRAW CHEMICAL COMPANY 


831 SOUTH WABASH AVE., CHICAGO ILLINOIS 
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The Header Asks: 





By DR. C. D. DAHLE 
Technical Editor, Ice Cream Field 


Problem From Indonesia? 


Whilst reading the June issue of Ice Cream Fieip, a copy 
of which we went to some trouble to obtain, we noticed you 
solve readers’ technical problems, and take this liberty and 
opportunity to ask your assistance tor our manufacturing 


problem, in far away Indonesia. 


For our small Cathay restaurant trade, we are using a four- 
gallon capacity freezer plus four conservators, using the 
following mix concocted by us, which is undoubtedly not 


scientifically correct, and which does not give good results: 


4 tins full cream sweetened condensed milk 
tins eV aporated milk 
lb. full milk powder 
10 small sized eggs 
170 grams (.374 lb.) starch powder 
LOO grams (.22 lb.) maizena (corn) powder 
1.1 kilo (2.42 lbs.) white cane sugar 
| teaspoon saccharin 


100 grams (.22 lb.) margarine fat 


with sufhicient water added for a four gallon batch plus some 
flavoring, colorinz, and sometimes chocolate powder for a 


< hoc ol ate ice cream. 


We do not use fresh milk as it is more expensive than 
condensed milk. We do not use stabilizer and/or emulsifier: 
they are unobtainable. This home-made mix, not being sci- 
entihcally compounded, does not give good results, and does 
not produce a very good, smooth, creamery texture ice cream 
and becomes sandy after a day or two of storage. We are 
therefore very glad to be able to get in touch with you to 
enlist your kind assistance with our problem. 

Will you, Dr. Dahle, please be good enough to devise for 
us a suitable formula for our requirements, using as far as 
possible ingredients locally obtainable, and guide us, step 
by step, in the methods of processing such mix. 


70 


Answer 


I read your letter with considerable interest, and note the 
problems you are having in the manufacture of ice cream in 
Indonesia. Your formula, of course, is considerably out of 
balance, being too high in certain solids. It also contains 
more items than you need; therefore, I am suggesting that 
you simplify the formula as much as possible, using only 
sweetened condensed milk and whole milk powder. By using 
this combination, you will be able to get all the sugar needed 
as well as all the milk solids-not-fat needed but of course you 
will be short on butterfat. The combination I am listing will 
give you about 13% solids-not-fat of milk and 15° sugar 
but only around 5.2° butterfat. 


Ingredients Lbs. 
Sweetened Condensed Milk 37.5 
Whole Milk Powder 7 
Eggs (about 24) 3.0 
Gelatin 0.5 
W ater 51.3 


100.0 


Your formula uses a small amount of margarine. You 
cannot use this properly unless it is pasteurized and homogen- 
ized in the entire mix. Therefore, I am omitting it because 
it would merely churn out in the freezer. I think the formula 
I am giving you will give a satisfactory product, even though 
it is low in butterfat. 


While you state you have no stabilizers there, I am quite 
sure that you would be able to purchase gelatin in your 
country. Merely use about one-half of one percent gelatin in 
this mix but be sure you heat this up in the water that is 
to be added and get it clearly dissolved before mixing with 
the rest of the ingredients. If this does not result in a smooth 
product, merely add a little more of the gelatin but be certain 
that it is dissolved. 


Chan ring MixZ 


Due to the recent rounds of decreases in the retail prices 
of ice cream in our area and at the same time the price in- 
creases of ingredients our company has found it necessary to 
change our product from 12% B/F to the following formula. 
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bat 10.75% 
Serum Solids 12.00°% 
Sugar 16.00%; 
Stabilizer and Emulsiher 40° 


Total Solids 39. 15°) 
Acidity Standardized to 0.15% 


This has proven to be a good ice cream; however, we are 
not entirely satisfied with the texture of this product. We 
were wondering what effect there would be in the texture 
if we were to increase the stabilizer to .50°% or .60%°. In 
other words, would this prove beneficial or detrimental as 


far as the finished product is concerned? 


Answer 


You should be able to get a very good texture from the 
mix which you are using. The reason for poor texture may 
not necessarily be in the lack of stabilizer, but could also 
be due to freezing methods, temperature to which the ice 
cream is frozen, rapidity of hardening, and other factors. 
The composition should not result in a coarse ice cream. 


You might step up the stabilizer a little bit, but I would 
not increase it to 0.5% because this stabilizer contains an 
emulsifier and the combination may give you a dryer ice 
cream than you desire. I would, however, increase it probably 
to 0.45%. 


Look at your freezing operations and see that the ice cream 
is frozen stiffly and to a low temperature, and is hardened 
quickly and kept hard at all times. I believe you will have 
good results if these suggestions are followed. 


MAKE SALES "TRIDLE 


an blending with 


\ RIPPLE 


Coffee lce Cream? 

I am writing to secure some information on coffee ice 
cream and French vanilla ice cream. 

What do you recommend as our best procedure in securing 
a satisfactory flavor for coftee ice cream? 

According to my understanding of the term French vanilla, 
it is a term very loosely used. What is most commonly rec- 
ognized as French vanilla and how do we arrive at it? 


y Answer 

In manufacturing coffee ice cream, for your part, I believe 
it would be well to contact a supplier of coffee extract and try 
this out in a small way; then if you test several products, have 
a tasting panel within your plant to decide which coffee flavor 
you desire. The coffee flavor should be fairly mild and the 
color should be a very light brown. There are some excellent 
coffee extracts on th market. 

So far as French vanilla ice cream is concerned, it is a 
fairly rich ice cream in many localities, and must contain a 
certain amount of eggs. In Pennsylvania, for example, French 
ice cream must contain 10° butterfat, the same as our plain 
vanilla ice cream and in addition 1.4% egg yolk solids. The 
latter may be supplied in dried egg yolk, frozen egg yolk, 
or any other type of egg yolk. 

In some instances where a so-called deluxe ice cream is 
made and sold under the name of French ice cream, it may 
contain as high as 16° butterfat. It is not necessary, how- 
ever, to have a French ice cream that rich but I believe you 
could make a very fine one with your usual 13% formula and 
1.4% or maybe less dried egg yolk solids of high quality 
in the mix. I would also color this mix so that it has a very 
faint yellow color. The eggs, of course, will contribute some 
color but in many instances, French vanilla is colored slightly 
more than the regular vanilla. Some also flavor the French 
vanila just a little higher with vanilla. 


STRAWBERRY RIPPIF 





BLACK RASPBERRY 











CHERRY RIPPLE 


Feature month- 
ly specials 
using any of 


the 14. Teiple- ORANGE-PINEAPPLE 


purpose Ripple 
Sauces. All Ready- 
to-Use: (1) For 


PEACH RIPPLE 


Ripple Ice Creams; 


(2) For Tart Toppings, 
Sundae Cups and Ice 


CARAMEL RIPPLE 


BUTTERSCOTCH RIPPLE | 
— Eee 
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Cream Pies; (3) For use in 
Flavoring Ice Creams. 








Ripple & Wave 
Trademark Registered 


BALCH savor company ota — 


ADAMS & FULTON STREETS, PITTSBURGH 33, PA. 


WEST COAST: Fred Cohig, 1855 Industrial, Los Angeles, Calif. 
CANADA: R. J. Campbell Co., No. 2 Dennison Road, Weston (Toronto) 


PINEAPPLE RIPPLE 





DOUBLE RIPPLES 
Combining any two-flavors 
nn 
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UTHORITIES on business prospects and leader atti- 
Aus toward dairy foods will be key speakers at the 
annual Meeting-Winter Conference of the National Dairy 
Council, January 28 to 30, at the Hotel Syracuse, Syracuse, 
New York. This three-day event is being planned with a 
view to analyzing both the outlook for the dairy industry 
and some of the industry's problems in the year ahead. 

Among the principal speakers will be Walter Garver, 
Director of the Agricultural Department, Chamber of Com- 
mrece of the United States, and Hugh L. Rusch, Vice Presi- 
dent of Opinion Research Corporation, Princeton, New Jer- 
sey. Mr. Garver will speak on “What’s Ahead for Dairying 
in 1952” at the annual meeting luncheon on Tuesday, Janu- 
ary 29. 
annual meeting on Tuesday. His topic will be “Attitudes 
Make Sense and Sales.” 

In announcing these and other highlights of the program, 
Milton Hult, President of the National Dairy Council, and 
R. L. Hicks, President of the Board of Directors, Dairy 
Council of Syracuse, co-chairmen in charge of planning the 


Mr. Rusch will address the opening session of the 


Meeting-Winter Conterence, emphasized that the program is 
geared to help dairy leaders in developing their action pro- 
grams for 1952. The program theme is “Dairy Foods Essen- 
tial To Our Nation’s Strength.” 

January 28 will be devoted entirely to problems concerning 
New NDC 
materials—tools for increasing the use of dairy foods and 
will be introduced, 


and new ways for using some of the older NDC materials 


Dairy Council operations and programming. 

f prog 
doing a better job for the dairy industry 
will be presented. There will be sessions for management 


study groups at which office layout and equipment, program 


interpretation, and personnel relations will be discussed. 


The annual banquet will be held at 7 P.M., January 29, 


with all entertainment being furnished through the courtesy 


of the Dairy Council of Syracuse. the host unit. 





Walter barver To Address 
NUC Winter Conference 


NARICM Awards Two Plaques 


Two plaques figured prominently in the recent convention 
of the National Association of Retail Ice Cream Manufac- 
turers, held in Cincinnati. 

The plaques, denoting outstanding service to the associa- 
tion, were awarded to Forest Hummel of Dairy Dell Stores, 
Johnstown, Pennsylvania; and Arthur Jowett of Miller Dairy 
Farms, Eaton Rapids, Michigan. 


H. J. Muldoon Pies 


Herman J. Muldoon, President of the Bonnie Doon Ice 
Cream Corporation, with five retail stores in South Bend and 
Mishawaka, Indiana, died December | in Mishawaka. Fu- 
neral services were held December 4. 

Mr. Muldoon, long active as a member of the National 
Association of Retail Ice Cream Manufacturers, started in 
the wholesale end of the ice cream business before selling 
out to one of the larger chains. He achieved nationwide 
fame for his unorthodox but effective merchandising cam- 
paigns. His drive-ins frequently were visited by industry 
figures from all parts of the world. 


TAICM Board Elects 


Eight new members of the Board of Directors of the In- 
ternational Association of Ice Cream Manufacturers were 
elected at the group’s recent convention in Detroit. 

They are Lewis E. Torrance, Borden Company, Baton 
Rouge, Louisiana; Vernon F. Hovey, Jr., General Ice Cream 
Corporation, Schenectady, New York; E. D. Mitchell, Bilt- 
more. Dairy Farms, Bilemore, North Carolina; A. J. Claxton, 
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Meadow Gold Dairies, Pittsburgh, Pennsylvania; William 
Fenn, Fenn Brothers, Sioux Falls, South Dakota; E. J. 
Mather, National Dairy Products Corporation, Washington, 
D. C.; G. V. Rector, Fairmont Foods Company, Omaha, 
Nebraska; and H. S. Russell, Russell Creamery Company, 
Superior, Wisconsir. 

The following members of the Board of Directors whose 
term expired this year were eligible under the By-Laws for 
re-election and were renominated by the Nominating Com- 
mittee: 

L. H. Feldman, Danville Dairy Products Company, Dan- 
ville, Virginia; I. N. Hagan, I. N. Hagan Ice Cream Com- 
pany, Uniontown, Pennsylvania; George Sanderson, Haines- 
CeBrook, Inc., Lynn, Massachusetts; Phil D. Sang, Golden- 
rod Ice Cream Company, Chicago; E. G. Silverwood Dairies, 
Limited, London, Ontario, Canada; L. A. Sutermeister, Bor- 
den’s Red Wing Ice Cream, Dayton, Ohio; Robert P. 
Touton, Shurtleff Ice Cream Company, Janesville, Wiscon- 
sin; and Robert Wise, National Ice Cream Company, East 
Boston, Massachusetts. 

The Board of Directors of the Ice Cream Merchandising 
Institute is composed of the officers and Executive Committee 
of the International, plus the following five members elected 
in October: 

James H. Meehan, Philadelphia Dairy Products Company, 
Philadelphia; Robert G. Peat, Silverwood Dairies, Ltd., 
London, Ontario, Canada; P. Reid Oliver, American Dairies, 
Inc., Kansas City, Missouri; Hugh Hutchinson, Greenbrier 
Dairy Products Company, Lewisburg, West Virginia; and 
J. L. Seltzer, Crest Ice Cream Company, Minneapolis, Min- 
nesota. 


Pittsburgh Mixers Frolic 


Nearly 300 milk and ice cream executives from western 


Pennsylvania turned out for the annual Fall Frolic of the 
Pittsburgh Dairy Mixers, held at South Hills Country Club 
on October 4. 

Perfect Summer weather had the golf course crowded all 
afternoon. The prize for low gross went to Wilber Alwine 
of Alwine’s Dairy, Johnstown, Pennsylvania, with Elmer 
Smith of Dixie Cup in second place. F. Volkers of Meadow 
Gold, won the high gross award with other gold prizes going 


to Harold Furkes, Bill Clark and Tom O’Hare. 
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A steak banquet was followed by a professional floor show 
headed by the Vikings. A dozen door prizes were given 
out—the top prize going to Ernest Linthall of Borden Tech. 

Brook Churchfield is President of the Mixers while Buck 
Rogers of Keystone Cone and Jack Hutchinson of Bloomer 
Brothers headed the Frolic Committee. 


New Yorkers Elect Fuchs 


New President of the Ice Cream Supply Men’s Club of 
Metropolitan New York is Morris Fuchs, of the sugar 
brokerage firm, Morris Fuchs and Company. He was elected 
at the November meeting of the organization. 

Named First Vice President was Alex M. Brown of the 
Cherry-Burrell Corporation. John B. Goldhamer, Frigidaire 
Sales Corporation, is the Second Vice President. Treasurer 
is Ben Libowitz of the American Breddo Corporation. Wil- 
liam M. Rabin of Empire Biscuits is the new Executive 
Secretary. Walter W. Gunther of C. J. Van Houten and 
Zoon, Inc., is the Recording Secretary. 

The new officers will assume their duties in December and 
the installation party will be held in January. 


Rutgers Announces Short Course 


Rutgers University, New Brunswick, New Jersey, will 
offer its annual short course in ice cream making January 7 
to 17. This was announced by Dr. Joseph G. Leeder, associ- 
ate professor of dairy manufactures at the College of Agri- 
culture. 

This course is intended especially for those who have had 
some experience in ice cream making. Teachers will be Dr. 
Leeder and Dr. Samuel A. Lear, also an associate professor 
of dairy manufactures. Lectures will be supplemented with 
considerable laboratory work. 

Tuition will be free, but there will be a registration fee of 
$5 for residents of New Jersey and $10 for non-residents. 
Because of laboratory space limitations, registrations will be 
limited to twelve persons, Dr. Leeder stated. 

However, a much larger group is expected on January 18, 
the date of the fourth annual Rutgers Ice Cream Manufac- 
turers’ Conference. Speakers will be heard on a variety of 
topics of interest to commercial producers of ice cream. 
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PHILADELPHIA DAIRY Mixers held their 
annual meeting last month. Pictured there 
by the ICE CREAM FIELD man were, left 
to right: 


FIRST ROW: Clarence Snyder of Nash- 
Kelvinator, Hal Beumer of Grand Rapids 
Cabinet Company, and Manny Burke of 


Buh! Manufacturing Company: Dewees 
Showell of Mulholland-Harper Company 
with King Martell of Kelco Company. 


SECOND ROW: H. A. Decker, Duane and 
Frank Poulterer of Germantown Manu- 
facturing Company with George Rosskam 
of David Michael: Vince Trainor of Paper 


Mathieson Chemical, and Foster Davis of 
American Seal-Kap Corp. 


THIRD ROW: Ernie Fischer of Creamery 
Package, Tom Macksey of Sealright, and 
Sid Thomas of Limpert Brothers; Frank 
Moser of Limpert Brothers with Bob Rosen- 
baum of David Michael; Rhen Gundrum 


Robert M. Green: Bill Friedrich of Key- 


stone Wagon Works with Paul Stewart of Clark of Savage 


Container Manufacturing Company, Ken 
Arms, 


of David Michael with Dave Gundrum 


Bob Lyon of of Morris Paper. 





snyder Heads Philadelphia Mixers 


C.K. Snyder of Nash-Kelvinator was elected President of 
the Philadelphia Dairy Mixers at the group’s annual meeting 
on November 5 at the Hotel Penn Sheraton in Philadelphia. 

M. R. (Manny) Burke of Robert M. Green and Sons is 
the new Vice President. Duane Poulterer of the German- 
town Manufacturing Company was named Secretary-Trea- 
surer. 

The new Executive Committee includes George Rosskam 
of David Michael, Vincent T. Brown of J. J. Pocock, and 
Robert B. Lyon of Mathieson Chemical. 


brant Addresses Quality Chekd 


The Quality Chekd Dairy Products Association held its 
eleventh General Membership Meeting at Chicago’s Knicker- 
bocker Hotel on November 28 and 29. Representatives of 
Quality Chekd’s sixty-one independent member-companies 
from all parts of the country attended the two-day meeting. 

The meeting featured discussions of members’ ice cream 
and dairy products sales and production problems. Speakers 
presented up-to-date marketing information on the dairy 
industry of today. 

One of the speakers was Howard B. Grant, Publisher of 
Ice Cream Freco. His topic was “Bulk Sales—How to 
Increase Them.” 
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Wisconsin Confah Set For March 


The annual University of Wisconsin Dairy Manufacturers 
Conference will be held March 26 and 27 at the school’s 
campus, according to an announcement by Professor H. C. 
Jackson of the Department of Dairy and Food Industries. 


ir. Trout On “Housekeeping’ 


Dr. G. M. Trout of Michigan State College was the guest 
speaker at the November 14 meeting of the Dairy Technol- 
ogy Society of Maryland and the District of Columbia. His 
topic was “Benefits of Good Plant Housekeeping.” The 
meeting was held in the Dining Hall of the University of 
Maryland at College Park, simultaneously with the banquet 
which concluded the school’s annual Dairy Conference. 


Oklahoma Judging Contest Held 


The Oklahoma Agricultural and Mechanical College re- 
cently conducted a Dairy Products Judging Contest in con- 
junction with a Dairy Industry Conference at the Stillwater 
campus. Winners in the chocolate ice cream phase of the 
competition were Earl McDowell, Cherokee Creamery, Cher- 
okee; Paul Walters, Burt’s Ice Cream Company, Tulsa; 
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M. R. Hankins, Fairmont Foods, Guthrie; and Ralph Ward, 
Gilt Edge Dairy, Norman. Prizes in the vanilla ice cream 
contest went to Roy Males, Standard Food Markets, Okla- 
homa City; Mr. Walters; E. R. Bowins, New State Ice 
Cream Company, Oklahoma; Clyde Harris,, Payne County 
Cooperative, Stillwater; and Winfred Henson, Borden Com- 
pany, Oklahoma City. 


Alahama Group Picks Mobile 


Mobile, Alabama will be the scene of the 1952 convention 
of the Alabama Dairy Products Association. Dates are from 
January 17 to 19. The meetings will be held in the Battle 
House Hotel. Joe Bear, Bear Ice Cream Company, Mobile, 
is Chairman of the Arrangements Committee. 


Hairy Queen To Hear Senator 


Chicago’s Hotel Sherman will be the scene of the 1952 
convention of the Dairy Queen National Trade Association. 
Dates are January 3 to 5. 

Speakers will include Senator Herbert O’Conor of Mary- 
land; Dr. Tennyson Guyer; Dr. S. T. Coulter of the Uni- 
versity of Minnesota; and Elmer Wheeler, prominent lec- 
turer on salesmanship. 


Nebraskans To Meet In Omaha 


Joint conventions of the Nebraska Ice Cream Manufac- 
turers Association, the Nebraska Milk Dealers and the Ne- 
braska Dairy Boosters will be held January 24 and 25 at the 
Hotel Castle in Omaha. 


Oregon Convention Scheduled 


The forty-first annual convention of the Oregon Dairy 
Manufacturers Association will be held at Oregon State 
College, Corvallis, from February 19 to 21. Speakers of 
national prominence will present papers and demonstrations 
covering recent developments in several fields of the dairy 











FLAVORCOAT 


Made with CHOCOLATE LIQUOR 





better taste for ice cream 
bars and novelties 


HOOTON 


| CHOCOLATE COMPANY 
a NEWARK 7, NEW JERSEY 














industry. An attendance of 500 is expected. The annual 
banquet will be held the evening of February 21. 


LSU Plans Short Course 


The Louisiana State University (Baton Rouge, Louisiana) 
Dairy Department will hold its annual Dairy Products 
Manufacturing Short Course on January 30, 31 and Febru- 
ary 1. Ice cream manufacturing and market milk problems 
and by-products will be the main subjects of discussion. 


North Carolina Course Set 


North Carolina State College has scheduled an ice cream 
short course, to be held from February 25 to March 7. Such 
topics as ice cream making, mix calculations, creamery 
mechanics, dairy testing, plant sanitation, and others will be 
discussed. The course will be held on the school’s campus at 
Raleigh. 


VPI Course Set For February 


An ice cream short course will be sponsored by the 
Department of Dairy Husbandry of the Virginia Polytechnic 
Institute from February 18 to 29 at the Blacksburg campus. 
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EXTRAX APPOINTS SPRINGER 

Extrax Company, Brooklyn, New York, has announced 
the appointment of Bob Springer as Western representative 
tor the company. Mr. Springer will operate out of the firm’s 
Chicago headquarters. He has been associated with the ice 
cream industry tor many years. 

Mr. Springer will offer the Extrax “year round” frozen 
novelty program to ice cream manufacturers in his territory. 
The company has recently extended its all-inclusive program 


tor trozen stick contections. 


HERMAN BODY APPOINTS COX 


In line with its policy of expanding promotional services, 
the Herman Body Company, St. Louis, Missouri, has selected 
Ray W. Cox as Advertising and Sales Promotion Manager. 
Mr. Cox is a graduate of Washington University School of 
Journalism and for the past five years was Advertising Man- 
ager of Metal Goods Corporation, St. Louis. His selection 
to the staff gives Herman Body Company an additional 


| 
avenue of closer harmony with the ice cream industry. 


NEW POST FOR H. R. ANDERSON 


Harold R. Anderson has been appointed manager of West- 
ern Pioneer Sales Company's offices, located at 2204 Mission 
Street, San Francisco. A. L. Barabe, sales manager of West- 
ern Pioneer Sales Company, Los Angeles, who announced 
the appointment, stated that Mr. Anderson has been asso- 
ciated with his company in San Francisco for the past two 
vears, selling fountain-luncheonette equipment manufactured 
by the Bastian-Blessing Company of Chicago, which his 
company distributes in California and Nevada. He added 
that Mr. Anderson ts well qualified by experience to assist 


fountain operators and ice cream companies in developing 


layouts especially adapted to operation in those states. 
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DIRECTORS ELECTED BY CORN PRODUCTS 


The Directors of Corn Products Refining Company have 
announced the election to the Board of James A. Moffett 
and Robert M. White. 

Mr. Moffett joined the company in 1935. During the war 
he served four and one-half years with the United States 
Navy, reaching the rank of Lt. Commander. Returning 
from the Navy after release, Mr. Moffett was named Man- 
ager of the Foreign Department. In 1949, he was elected a 
Vice President. 

Mr. White is a member of Robert White Associates, busi- 
ness consultants. He hols directorships in the Giant Portland 
Cement Company, and Carolina Giant Cement Company. 
Prior to 1949, Mr. White was Secretary of the Union Car- 
bide and Carbon Corporation. 

It has also been announced that the Chemical Industries 
Medal was presented on November 2 to Dr. Ernest W. 
Reid, President of Corn Products Refining Company, at the 
Hotel Waldorf Astoria, New York. The award is made by 
the American Section of the Society of Chemical Industry 
for conspicuous service to applied chemistry. 

Dr. Reid joined Corn Products Refining Company in 1943 
as Vice President in charge of the Chemical and Research 
Division. He was elected Director in 1947 and on April 25, 
1951 was elected President of the company. 


GEORGE W. HENNERICH HONORED 


On October 22 the Merchandising Advisory Council of 
the Ice Cream Merchandising Institute gathered for a lunch- 
eon meeting at the Book-Cadillac Hotel, Detroit. Chairman 
James H. Meehan called the group to order at the close of 
the luncheon, and as first “order of business” announced that 
the Merchandising Advisory Council and the ice cream in- 
dustry were celebrating George Hennerich’s anniversary— 
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fifteen years as Managing Director of the Ice Cream Mer- 
chandising Institute. 

Mr. Meehan told of the rapid and continuous develop- 
ment of the Ice Cream Merchandising Institute under 
George Hennerich’s leadership and praised the qualities of 
the man who had done so much for the industry. 

Mr. Meehan then presented (see illustration, above) Mr. 
Hennerich with a chest containing a Gorham Sterling Silver 
Service for eight. On the lid of the chest a metal plate had 
been inscribed as follows: 

“To George W. Hennerich, from the Merchandising Ad- 
visory Council in appreciative recognition of fifteen years of 
outstanding leadership in the field of Ice Cream Merchan- 
dising as Managing Director of the Ice Cream Merchandis- 
ing Institute, Inc.” 

Mr. Hennerich, thanking the group for one of the high 
experiences of his career, pledged renewed effort for the 
future and an endeavor to continue serving the industry to 
the best of his ability. 


JOHN LADD DIES 


John W. Ladd, President of the Cherry-Burrell Corpora- 
tion, died October 29. He is survived by his wife, a daugh- 
ter, a sister and three grandchildren. Services were held in 
Evanston, Illinois on October 31. Mr. Ladd was seventy- 
four years of age. 

In March, 1951, Mr. Ladd completed fifty years of service 
to the dairy industry. His first venture was a cheese makers’ 
supply business which he organized at Saginaw, Michigan 
in 1901. It grew with the development of the dairy indus- 
try and the automobile, ultimately embracing a factory and 
warehouse in Detroit, as well as branches in Cleveland, 
Columbus and Cincinnati. Mr. Ladd recognized the needs 
of medium and small milk plants. The result was the de- 
velopment of the Ladd “Blue Line” pasteurizers and bottle 
case and can washers. He also introduced the Viscolizer 
homogenizer about 1904. 

Mr. Ladd was one of the founders of Cherry-Burrell Cor- 
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poration in 1928 and became First Vice President in Charge 
of Sales. Through the years he consolidated and solidified 
company owned sales branches and associated distributors. 

In October, 1943, Mr. Ladd succeeded the late Walter 
Cherry as President and General Manager of the company. 

Mr. Ladd was a leader in the equipment and supply 
business, serving in many associations through the years. He 
was a director of the National Dairy Council. Mr. Ladd was 
most active in the affairs of the Dairy Industries Supply 
Association and was President for a two-year term in 1944- 
45. He helped found the Michigan Allied Dairy Association 
in his own state, and as a young man, was President of its 
supply men’s group. 


PALTRIDGE JOINS RECO 


H. H. Paltridge, formerly with Baker Refrigeration Com- 
pany, Windham, Maine, has joined the Reco Products Divi- 
sion and will handle the New York territory. 


CHANGES AT LIQUID 


The Directors of the Liquid Carbonic Corporation have 
elected P. F. Lavedan, President, to the newly created office 
of Chairman of the Board, in which capacity he will continue 
as chief executive officer of the company. 

W. A. Brown, Jr., now Vice President and General Man- 
ager of the company, becomes President and General Man- 
ager, in recognition of his expanded responsibilities as the 
chief administrative officer of the company, Mr. Lavedan 
stated. 

At the same meeting, K. P. Miller, in charge of machinery 
sales, and J. P. Wright, manufacturing executive, were 
elected Vice Presidents. 

J. W. Welsh has been appointed as Sales Engineer for 
the Soda Fountain Division of Liquid Carbonic, with head- 
quarters at Omaha, Nebraska. Mr. Welsh will assume re- 
sponsibility for soda fountain sales in eastern Nebraska, 
western Iowa and South Dakota. 

Mr. Welsh is taking over the territory formerly handled 
by R. S. Edinger, who has been advanced to the position of 
Sales Supervisor in the Minneapolis and St. Paul area. 

D. W. Grasmehr also has been appointed as Sales Engi- 
neer for the Soda Fountain Division. Headquarters will be 
at Cleveland. Mr. Grasmehr will assume responsibility for 
soda fountain sales in the northern Ohio territory exclusive 
of the metropolitan area of Cleveland. 

Mr. Edinger joined the Liquid organization in 1947. He 
has been advanced to his new responsibilities in the Minne- 
sota, North Dakota and Wisconsin area. 





LEFT TO RIGHT: MESSRS. WELSH, GRASMEHR, BROWN. 
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ORTON BECOMES BORDEN SECRETARY 


Douglas T. Orton, Assistant Secretary of the Borden 
Company since 1943, has been elected Secretary ot the com- 
pany, it was announced recently by Theodore G. Montague, 
President. Mr. Orton succeeds Theodore D. Waibel who 
died September 16. A member of the New York Strate Bar, 
Mr. Orton has been with Borden’s for twenty years. having 


started in 1931 as a clerk-stenographer. 


FISHER JOINS CONTAINER CORPORATION 

Container Corporation of 
America has announced the 
appointment of C. W. Fisher 


] 


as special representative to 


the ice cream industry. 


Mr. Fisher has been active- 
y engaged in the ice cream 
1920 when he 
work for McBride 
and Knobbe, Chi- 
1928 he 


organized the Fisher Ice Cream Company at Oak Park, IIli- 


] 
i 
business since 
} 


began 
Brothers 


C. W. FISHER Iilinois. In 


cago, 
nois, selling out to Bowman Dairy Company, Chicago, in 
1938 when that company entered the ice cream field. Since 
then he has held positions of sales management with the 
tl he has held f sal z h el 
Bowman Dairy, Dean Milk and Beloit Dairy Companies. 
In Container Corporation’s sales organization Mr. Fisher 
will work out of the company’s 35th Street, Chicago, folding 


carton plant. 
SEALRICHT APPOINTS CARROLL 


Sealright Company, Inc., 
announces the appointment of 
William F. Carroll of Cleve- 
land, Ohio, as sales represen- 
tative with William L. Mack 
for the company’s expanding 
activity in the Detroit area. 
Mr. Carroll has been sales 


Allen 


B. Wrigley Company, Chi- 


representative for the 

W. F. CARROLL cago. He is a native of Cleve- 

land educated at St. Ignatius High School and Cleveland 
College 

Mr. Carroll will work with Mr. Mack in Detroit and 

nearby Michigan communities including Pontiac, Flint, Port 


Huron, Ann Arbor, Adrian, Monroe, etc. 


LIMPERT HONORS THREE 


Service awards were presented to three employees ot 


Limpert Bros. at the firm’s recent sales meeting in the Hotel 
Chaltonte-Haddon Hall in Aclantic City, New Jersey. Pres- 
ident John Limpert gave gold watches to John Karrell, 
George Zantos and Marcos Yampanis. 

Merchandising plans for 1952 for the firm’s line of flavors, 
sundae toppings, fountain syrups and other products, were 


discussed at the sales meeting. 


78 


SUTHERLAND POST TO McNALLY 
Sutherland Paper Company 


has announced the appoint- 
ment of Jack F. McNally to 
its field With 
headquarters in Boston, Mas- 


sales force. 


sachusetts, his territory will 
consist of the states of Maine, 
New Hampshire, counties in 
Rhode Island and ten counties 
in Massachusetts. 

Mr. McNally has 


pleted an extensive sales train- 


eal 
com- 
J. F. McNALLY 

ing program since joining the Sutherland sales force, and 
previous to that time had wide sales experience in the pack- 
aging fields. 
VAN BOMEL ON CHRYSLER BOARD 

Leroy A. Van Bomel, President of National Dairy Prod- 
ucts Corporation, has been elected to the Board of Directors 
of Chrysler Corporation, K. T. Keller, Chairman, announced 
Mr. Van 
Bomel will fill the vacancy created by the recent death of 


following a recent board meeting in Detroit. 
John A. Hartford, former Chairman of the Board of the 
Great Atlantic & Pacific Tea Company. 

TED HEIDENREICH JOINS LILY-TULIP 
Vice 


dent in charge of sales of the 


Fen Doscher, Presi- 
Lily-Tulip Cup Corporation, 
announced the ap- 
Ted Heiden- 


reich to the sta ft of the Pack- 


recently 
pointment of 


aging Division of the com- 
pany. 
Ted Heidenreich, 


prominent in the dairy pack- 


long 


aging field, started his career 
TED HEIDENREICH 


Corporation. Following his association with Tulip, he spent 


with the original Tulip Cup 


more than twenty years working in many parts of the coun- 
try with every branch of the dairy industry, among producers 
of milk, ice cream and cheese. 

With Lily-Tulip, Mr. Heidenreich will operate from head- 
quarters in New York. 


DIXIE CUP APPOINTS MOORE 


Dixie Cup Company an- 
nounces the appointment of 
Craig Moore as Middle At- 
lantic Sales Manager, replac- 
ing Ralph W. McClure who 
will be on special assignment. 

In addition, William Pearl- 
man has been made Boston 
Territory Manager and Ger- 
ald E. 
Newark 
Weaver has been assigned to special duties with the Sales 


Beatty, manager of 


Territory. T. Jf. 


CRAIG MOORE 


Training Department. 
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SAMUEL BERCH IS DEAD 
Samuel H. Berch, 


sixty-two, President 
of Arden Farms 
Company, died Oc- 
tober 29 at his home 
in Beverly Hills, 
California. 

Mr. Berch entered 
the dairy business in 
Seattle where he 
founded the Velvet 
Ice Cream Company, 
the 


which became 


nucleus of the pres- 


ent Arden Farms 
Company. 
Arden Farms 


SAMUEL BERCH 


Company, which he 
founded, grew from the sales handled by one small truck to 
a volume of more than $100,000,000 in 1950. 

Mr. Berch is survived by his wife, Mrs. Rose J. 


whom he married in 1912, and four daughters. 


Berch, 


Public services in memory of Mr. Berch were held Octo- 
ber 31. 


JAGENBURG HAS NEW REPRESENTATIVES 


Two new sales representatives have been appointed by 
E. R. Jagenburg, Inc., Broklyn, New York manufacturer of 
fruit products and specialties for the dairy industry. 

Jason Pollack will cover Southern Ohio and the Ken- 
tucky area. S, Ray Turner has been assigned Chicago and 
adjacent areas. The appointments were announced by Samuel 
Sabel, the firm’s Sales Manager. 


VAN LEER APPOINTS REINGOLD 


The Van Leer Chocolate Corporation, Jersey City, New 
Jersey, has announced the appointment of Milton J. Rein- 
gold, 1340 Howell Street, Philadelphia, Pennsylvania, as 
representative in the Philadelphia area. The firm manufac- 
tures chocolate products for the confectionery, baking, and 


ice cream industries, and also imports cocoa from Holland. 
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DAIRY CREDIT BUREAU 


1740 Greenleaf Ave., Chicago 26, Illinois 


E. F. DREW APPOINTS BISHOP 


E. F. Drew & Company, New York, has announced the 
appointment of Robert H. Bishop, formerly of Sylvania Elec- 
tric Company, as Vice President in Charge of Sales. Mr. 
Bishop succeeds George H. Kent who nas been appointed 
Executive Vice President of the company. 


ROSENTHAL AT FAR EAST CONFERENCE 


Morris S. Rosenthal, President or Stein, Hall & Company, 
Inc., was selected as a member of the United States delega- 
tion to the United Nations Economic Commission for Asia 
and Far East Regional Conference on Trade Promotion, held 
at Singapore from October 9 to 18. 


ORRELL JOINS CONE FIRM 


Joseph Orrell has joined the Krispy Kake Kone Kompany 
as manager of the firm’s Portland and Los Angeles opera- 
tions. Mr. Orrell was formerly a production executive with 
Abbotts Dairies and had been connected with the Philadel- 
phia firm for twenty-eight years. 


WETHERELL REJOINS FAIRMONT 


Following a tour of active 
duty with the Navy, Wells 
Wetherell has rejoined Fair- 
mont Foods Company, Oma- 
ha, Nebraska, and has been 


named Ice Cream Merchan- 





 & dising Manager. 
- Mr. Wetherell’s rise in the 
Fairmont has 
In the span of 
five years he progressed from 
branch salesman to his pres- 
A lieutenant in the Naval Reserve, he was 
Omaha Ice Cream Sales Manager for Fairmont at the time 
of his recall to duty with the Navy. 
Mr. Wetherell joined Fairmont Foods Company in April, 


. | e Organization 


WELLS WETHERELL 


' been rapid. 


ent position. 


1947. Following a three months’ course in plant operation 
and sales training at the company’s Omaha branch, he was 
transferred to Fremont, Nebraska as assistant sales manager 
In May, 1948, he was re- 
assigned to Omaha in Fairmont’s Ice Cream Sales Depart- 


for all lines of Fairmont foods. 


ment and won promotion to managership of that depart- 
ment in May, 1949. 
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MAHONY DISCUSSES LABOR SHORTAGE 


A growing labor shortage poses many serious problems for 
the food and beverage serving industries, declares Dan 
Mahony, Merchandise Executive of Lily-Tulip Cup Corpora- 
tion. Mr. Mahony just returned to his New York headquar- 
ters from a cross-country trip, in which he surveyed the 
latest developments in the fountain, restaurant, and allied 


helds. 


“Whether in Chicago, Detroit, Phoenix, Los Angeles, or 
San Francisco, the scarcity of labor, and the poor quality of 
available help, present a difficult problem to fountain and 
restaurant operators,” said Mr. Mahony. “Many fountains 
and restaurants have been compelled to curtail their activities, 
especially in defense plant areas where business has boomed, 
and the possibility of hiring responsible, competent workers 
for non-defense industries has all but disappeared.” 

Mr. Mahony pointed out that the rise of in-plant feeding, 
due to the speeding up of defense activities, and a necessity 
to eat on-the-job, have added to the demand for his com- 
pany’s products. 

Mr. Mahony began his trip by attending the International 
Ice Cream Convention at Detroit in October where, with Fen 
K. Doscher, Lily 


meeting of the company’s sales managers. 


Vice President. he conducted a national 


PHILADELPHIA AWARD TO H. V. BROWN 


A Citation of Merit, denoting employment of handicapped 
persons, was awarded recently by the Chamber of Commerce 
of Greater Philadelphia to Harry V. Brown, President of 


Brown’s Frosted Foods, Inc. 


PARKERS TO TOUR HAWAII 
Mr. and Mrs. J. 


January 5 for a three-week tour of Frozen Drumstick and 


T. Parker of Drumstick, Inc. will leave 


Mr. Big operations in Hawaii. The couple will return to 
the United States on January 26. 


BALCH RECUPERATES AFTER OPERATION 


After undergoing minor surgery late in October, G. G. 


Balch, President of the Balch Flavor Company, is recuperat- 


ing at home. The operation took place at the Montefiore 


Hospital in Pittsburgh. 


GUNDLACH ADDS TOWEY AND MONROE 


Additional representation for G. P. Gundlach & Com- 
pany, Cincinnati, advertising and sales counsel to milk and ice 
cream manufacturers, has been announced by G. P. Gund- 
lach, firm President. 

E. J. Towey has rejoined the Gundlach organization and 
will act as account executive serving dairies in the state of 
Illinois. He will maintain residence in the central part of the 
state. Mr. Towey returns to the Gundlach firm after engag- 
ing in other phases of merchandising and advertising ac- 
tivities. 

J. Fred Monroe, well-known in the dairy field throughout 
the southwest, has also joined Gundlach. Mr. Monroe will 
handle operations in the states of Tennessee, Alabama, Mis- 
sissippi and Louisiana. He formerly was associated with his 
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tather, O. R. Monroe in the dairy and ice cream business tn 
northeast Oklahoma. In past years they were in the dairy 
business in Springfield, Missouri. 


THOMAS E. GARRY DIES 


Thomas E. Garry, who recently retired as Manager of the 
Jersey Ice Cream Company, Lawrence, Masachusetts, died 
October He had been asso- 
ciated with the ice cream industry since 1905. 
ices were held October 13 from his home. 


10 at his home in Methuen. 


Funeral serv- 


FRANK S. BELL PROMOTED 


Frank S. Bell, formerly a salesman at the Southern Dairies 
ice cream plant in Birmingham, Alabama, has been promoted 
to Manager of the Jackson, Mississippi plant which began 
operations July 15. Mr. Bell is a veteran of more than five 
years in the United States Army, is a graduate of the Uni- 
versity of Tennessee, and is married. He worked out of the 
Birmingham location for more than a year. 


KNIFFIN HEADS STANDARD FRUIT 
. The 


Fruit 


Standard 
Product 
Company, Cincin- 
nati, announces the 
appointment of Joe 
D. Kniffin as Presi- 
dent, succeeding 
the late Paul R. 
Foote. 

When interview- 
ed, Mr. Knifhn 
stated: “This sixty- 
year-old company 
will continue three 
long range policies: 
Profits will be 
plowed back into 
research for prod- 
uct and industry 
J.D. KNIFFIN technique develop- 
ment. High prod- 
uct control standards will be maintained, and every facility 
of science and industry will be utilized to further Standard’s 
quality. Naturally, my work in the field for Standard makes 
me sympathetic with the continuance of our cooperation in 
working out sales promotion ideas for the ice cream trade.” 

Mr. Kniffin was graduated from the College of Arts and 
Sciences of the University of Missouri, where he was a mem- 
ber of Beta Theta Pi fraternity. He was a successful under- 
writer for the Northwestern Mutual Life Insurance Company 
for twelve years in his home community of Kansas City. His 
business career was interrupted by World War II, during 
which he served for four years as a Lt. Commander on the 
staff of Admiral Gunther, Navy Air Corps, Pacific Theater. 

Post-war, he has been serving Standard Fruit Product 
Company as salesman in the western and southern areas, in 
cooperative work with the ice cream manufacturers of Ken- 
tucky, Indiana and West Virginia, and as Vice President of 
the company in charge of field sales. 
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OCTOBER ICE CREAM PRODUCTION UP 


Ice cream production in the United States, estimated at 
44,660,000 gallons for October, was four per cent larger than 
a year ago but was two per cent smaller than the 1945-49 
average for the month, the Bureau of Agricultural Economics 
reports. From September to October, output declined ten 
per cent—less pronounced than the twelve per cent drop 
between these months last year and the average decline of 
twenty per cent shown between September and October dur- 
ing the five-year period, 1945-49. 

In the first ten months of 1951, ice cream production 
totaled 504,590,000 gallons—three per cent more than in the 
same months of 1950 but 3 per cent less than the January- 
October 1945-49 average. 

Reports from manufacturers indicated a gain of thirty 
per cent in sherbet production from the October output a 
year ago. At 1,680,000 gallons, production was up eighty-six 
per cent from the five-year, 1945-49, average for the month. 
The decline between September and October was fifteen per 
cent, compared with sixteen per cent last year, and an average 


decrease of thirty-nine per cent between these months in the 
1945.49 period. 


STANDARDS HEARINGS RESUME 


Federal hearings on proposed standards for ice cream and 
related foods were resumed on November 5 after an ex- 
tended recess. Evidence was presented on pharmacological 
and other technical aspects of surface-active agents. A num- 
ber of authorities testified to the effect that emulsifying 
agents used in ice cream and other food products are en- 
tirely safe for human consumption. This supported a sugges- 
tion that emulsifiers should be added to the proposed stand- 
ards as optional ingredients. 

A single session of the hearings was held October 29 to 
hear witnesses who could not appear at any other time. 
Discussion of an antioxidant (NDGA) as an optional in- 
gredient featured this meeting. Witnesses said that in ex- 
perimental use of the antioxidant in stored frozen cream, 
flavor deterioration was “delayed markedly.” 


DEVICE TESTS CABINET LIDS 


Just how long can a transparent plastic ice cream cabinet 
lid continue to “show” and “sell” merchandise when it is 
subjected to the rigors of constant public handling? That 
was the question set upon recently by the research depart- 
ment of R. K. Merritt & Associates, Pasadena, California 
manufacturers of cabinet lids and cabinet display unit. 


To answer the question, Merritt engineers rigged up a 
device which they dubbed the “Bang-ometer.” Each of the 
various types of Merritt transparent lids is subjected to test- 
ing by the “Bang-ometer” in a method designed to simulate 
conditions of actual use. The rubber finger on the outside 
of the moving belt of the testing device lifts the lid ver- 
tically about fourteen inches and then permits it to drop with 
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a bang—as though from a hurried customer’s hand—into a 
closed position. The opening and closing process is repeated 
at intervals of seventy-two seconds. Operating on a twenty- 
four-hour basis, the “Bang-ometer” in the space of a month 
or so gives a lid and its working parts the equivalent of 
many years of hard usage. 

To make the testing as complete and accurate as possible, 
conditions in the testing laboratory are varied frequently to 
correspond to changing weather conditions that might be 
found in an actual store or market. Ambient temperature 
and humidity are raised or lowered, and cabinet interior 
temperatures are periodically checked to insure satisfactory 
temperatures within the cabinet. Efficient operation of the 
de-fogging and de-frosting elements contained in the “Sho- 
Lite” type lids are also checked throughout the testing 
process. 

R. K. Merritt, the firm’s owner, states that careful observa- 
tion of the findings brought out by these “Bang-ometer” 
tests have afforded his engineering staff much valuable data 
which they will continue to put to use to improve Merritt 


lids. 


COSTA APPOINTS MARSICO, INC. 


Costa’s Ice Cream Company 
of Woodbridge, New Jersey 
announces the appointment of 

Inc., 11 Dock 
Mr. New 
York, as distributor of Cos- 
French Ice Cream in 
Westchester, the Bronx and 
Upper Manhattan. 


Marsico, 


Street, Vernon, 


ta’s 





Mike Marsico is well known 
the ice cream 
dealers in this territory, as a result of twenty-five years’ 
activity in the ice cream business. 


MIKE MARSICO 


to most of 


Costa’s Ice Cream, a well-established name in the Jersey 
territory, and heavily advertised by radio and television, is 
made in a plant that is renowned as a “miracle of modern 
cleanliness.” 

The introduction of Costa’s French Ice Cream into the 
Westchester-Bronx area is attributed to the requests which 
have been received by Costa’s Ice Cream in response to its 
radio and television programs. 


HEATING FIRM CHANGES OWNERSHIP 


Bailey and Perkins Company of Utica, Michigan, has 
announced the disposal of its heating division, the Cunning- 
ham Stoker Company, Detroit. The business will be oper- 
ated by Walter E. Burke. The company and personnel will 
be retained. 

Bailey and Perkins wil! devote its full time to the opera- 
tion of the Freez-Rite Division in its new and larger plant 
at 44464 Van Dyke Avenue, Utica. 
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ICE CREAM taste treats is the sales-building theme of this full- 
color ad sponsored by the American Dairy Association. This ad, 
in the November issue of McCall's, featured eggnog ice cream, 
and South Pacific, hot fudge, and holiday sundaes. 





PIONEER MODERNIZES PLANT 
Pioneer Creamery, Ashland, Wisconsin, has modernized 
the ice cream plant and put in operation a new building for 


j 
milk produc non 


R. E. FUNSTEN APPOINTS BROKERS 

Che appointment as brokers of Barclay, Brown and Jones, 
131 State Street, Boston, Massachusetts, has been announced 
by the R. E. Funsten Company of St. Louis, Missouri. The 
New England firm will represent the Funsten line of shelled 


pecans and other nuts in the Boston area. 


OBENHOFF FIRM IS SOLD 


Bridgeman-Russell Company, Minnesota, has purchased 
the Obenhoff Ice Cream Company, Calumet, Michigan. 


KOHNSTAMM FIRM MARKS 100TH YEAR 


The Grand Ballroom of the Hotel Granada in Brooklyn, 
New York was taken over in force on the evening of Octo- 
ber 18, when 269 members of the H. Kohnstamm & Com- 
pany organization got together at a dinner in celebration of 
the company’s 100th anniversary. 

The dinner was the first of several regional ones, and 
was attended by officers and employees of the firm residing 
in or near New York. The Brooklyn dinner gathering was 
addressed by Louis J. Woolf, President of the company. Mr. 
Woolf spoke briefly on the early history of the company. He 
paid tribute to all members of the organization, past and 
present, who had cooperated in the development of the busi- 
ness to the point where the products it manufactures are used 
throughout the United States and in many countries of the 
world. 

Service button awards were made to many members of the 
organization who have completed five or more years of serv- 
ice. Insignia buttons of twenty-five years and upward to 
fifty years and over were quite common. 

In making the awards Mr. Woolf said: “While we can be 
justly proud of our long record of achievement the future 
is of far greater importance to us all. It is in the future that 
we will have the opportunity to make greater progress and to 
better our way of life. In fact tomorrow will be the most 
important day in the history of this company, because that is 
the day we will all begin to do better—do better for our 
friends in the industry who look to H. Kohnstamm as a 
dependable source of supply—do better as an organization 
that we may continue to survive an age of economic upheaval 
and turmoil—do better as individuals that we may look for- 
ward to many more years of pleasant association and personal 
progress. You are a fine group of people. Good luck and 
God bless you all.” 

The dinner was followed up with a program of entertain- 
ment in an atmosphere of genial goodfellowship. The entire 


group is pictured below. 
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HELMCO USES OWN AIRPLANE 


“When a company is in the business of manufacturing 
fountain accessory equipment which makes for speedier serv- 
ice in the mass-feeding field, what’s more logical than to 
apply the principles of faster and better service to their own 
customer relations,” and that, according to F. R. Lacy, Presi- 
dent of Helmco, Inc., is the reason why the company oper- 
ates its own Beechcraft Bonanza, four seat airplane. 


* a. 5 Pe sale 
Seas 

The plane, called “Flying Hotcup” after a Helmco-Lacy 
product, is flown about 300 hours a year on company busi- 
ness by Don R. Conley, Assistant Sales Manager (pictured 
above in front of the plane). This 300 hours represents 
about 1500 hours of travel by ground conveyance. 

The “Flying Hotcup” is used to speed rush orders any- 
where in the country; also to bring critical material to the 
Chicago plant where Helmco manufactures fudge and food 
warmers, hot cups, automatic service stations, fountainettes, 
hot chocolate dispensers, butter dispensers, Bar-B-Q-Bars 
and Filtrons, and cold water coffee extractors. 


ALPHA AROMATICS EXPANDS 


Alpha Aromatics, Inc. has announced that beginning Janu- 
ary 1, headquarters of the firm will be located in a modern 
one-story building at 592 to 612 Gates Avenue, Brooklyn, 
New York. 

A company spokesman noted that the move has been 
made necessary by the “increasing demand for Alpha prod- 
ucts, including fruit and flavor combinations, various types 
of processed cherries, Weaves, pure and artificial vanillas and 
other flavors.” 

The spokesman said that the design of the building “lends 
itself admirably to streamlined production.” He added that 
all new equipment will be of stainless steel construction, to 
conform to previous standards. 


PAPER-PAK MOVES 

H. F. Dufhn, President of Paper-Pak, Inc., distributors of 
packages and packaging equipment, announced recently the 
moving of the firm’s offices, showrooms and warehouse to 
larger quarters located at 567 Michigan Avenue, Buffalo, 
New York. 

The new location, which is three times as large as that 
formerly occupied, will enable Paper-Pak to house complete 
inventories of cups, cartons, containers, packaging equip- 
ment and ice cream cabinets under one roof. A spacious 
showroom for the display of machinery and cabinets will be 
maintained. 
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LEDBETTER FIRM APPOINTED 


Anheuser-Busch, Inc. has announced the appointment of 
Ledbetter Sales Company & Associates, Lubbock, Texas, as 
distributor of its line of ice cream cabinets in the territory 
consisting of Northwestern Texas, Oklahoma and Kansas. 

Loyd Ledbetter is President of the firm and Travis Lilly 
will be special sales representative for the above territory. 


POLAK & SCHWARZ TO MOVE 


Manufacturing operations of the flavor firm of Polak and 
Schwarz will be moved early next year to a new plant now 
under construction at Teterboro, New Jersey. Larger quar- 
ters will enable expanded production. The New York flavor 
department of Polak and Schwarz will continue to function 
at 667 Washington Srreet. 


RECO TO MOVE HEADQUARTERS 

With operation of its Emporia, Virginia plant running 
smoothly after its establishment almost two years ago, Reco 
Products Division of Refrigeration Engineering Corporation 
has announced intention of moving main offices from Phila- 
delphia to New York at the end of this year. 

This announcement came from Andrew J. Asch, Jr., Pres- 
ident, who explained that expanded activities make it ad- 
visable to locate the company headquarters in New York 
City. Mr. Asch noted that “New York is the focal point 
of much of our market and the headquarters of many of our 
suppliers. With all manufacturing operations moved to 
Emporia, it appears expedient to center administrative, pro- 
curement, and sales activities of the company in New York 


City. This has been a most promising year for us with sales 


volume up almost 30 per cent and earnings remaining well in 
proportion.” 


Location of the new offices will be 150 Nassau Street. 


MORE ADVERTISING EXPECTED IN ‘52 


An informal poll of advertising agency executives at the 
recent convention of the American Association of Advertis- 
ing Agencies indicated that more than ninety per cent expect 
more money to be spent on advertising in 1952 than was 
allocated for that purpose in 1951. 





SALES FORCE of Dole Refrigerating Company convened in 
Chicago last month for the REMA exposition. Pictured there were 
(standing) C. C. Ryan, G. Keeler, R. J. Hermann, H. DeBaugh, 
J. Landweer, L. V. Russell, A. F. Sawyer, R. J. Laubenheimer, H. 
Seese, R. L. Ballinger, H. E. Clay, J. E. Hutchinson, O. J. Arm- 
strong, B. H. Clark, B. P. Tweed, H. Hansen, E. C. Wilbur, and H. 
Hill. Seated are L. E. Smith, H. Kleist, A. W. Monroe, J. A. 
Wilkerson, D. DeMore, A. B. Brady, G. E. Nelson, and O. L. Rose. 





KALLE NE GEE ALS, GELB LAE II ROALD DOLL! AHS 








ra 
% 





GELSON’'S MARKET in North Hollywood, California, has installed 
three Weber Roll-A-Door ice cream cabinets with mirrored super- 
structures. Display of related foods stimulates tie-in sales. 





WESLEY FIRM SPONSORS PARTY 


Mr. and Mrs. C. Wesley Ebling and Mr. and Mrs. George 
W. Rohrbeck, of Wesley Ice Cream Company, Detroit, 
Michigan, were hosts at a cocktail party on October 24, held 
in connnection with the recent convention of the Interna- 
tional Association of Ice Cream Manufacturers. Many asso- 
ciation members who took the post-convention tours to Ber- 
muda and Hawai (in 1950 and 1949, respectively) attended 
the party, which was held in the Detroit Athletic Club. 


LILY-TULIP REPORTS EARNINGS 


Lily-Tulip Cup Corporation reports for the nine months 


> 


ended September 30, 1951, estimated net income of $2,590,- 
247 equal to $5.57 a share on 448,693 shares outstandinz. 
This compares with estimated net income of $2,507,683 for 
the same period in 1950, equal on a comparable basis to 
$6.43 a share on 373,693 shares then outstanding. 

Sales (less returns and allowances) for the nine months 
ended September 30, 1951 were $36,990,005 or as compared 
to $31,296,022 tor the period ending June 30, 1950, an in- 
crease of $5,693,983 or 18.1 per cent. 

Federal taxes on income for the nine months ended Sep- 
tember 30, 1951, were computed in accordance with the 
recently enacted revenue act of 1951. 


NEW PLANT FOR BELL 


Bell Ice Cream Company opened a new ice cream plant in 
Lubbock, Texas in September. 


BOOK PRAISES ICE CREAM INDUSTRY 
The ice cream industry comes in for a nice mention in 
the new book, “The Amiable Baltimoreans.” by Francis F. 


Beirne, of the editorial staff of the Baltimore Sunpapers who 
is widely known for his column, “Christopher Billopp,” a 
daily syndicated humor feature. In a chapter given over to 
Baltimore “firsts” for which the city is famous, Mr. Beirne 
lists the ice cream industry as “the most important of all in 
the eyes of many people both young and old.” 


84 


FIRM TO LAUNCH MEMPHIS OPERATIONS 


Hans A. Eggerss, President of Continental Can Com- 
pany, has announced that the Paper Container Division has 
taken over the company’s Metal Division plant in Memphis, 
Tennessee, and shortly will begin manufacturing Continental 
paper cups and containers at this location. 

Mr. Eggerss explained that production from this, the 
fourth paper container plant in the Division, would improve 
the company’s ability to meet increasing demand of dai-y and 
ice cream manufacturers for Continental products, particular- 
Two of 
the company’s other paper container plants are located in 


ly for customers in the southern and central states. 


Newark, New Jersey, and one is in Los Angeles, California. 

Situated at 265 W. Trigg Avenue, the Memphis plant oc- 
cupies an area of 175,000 square feet and has 82,866 square 
feet of manufacturing and storage space. Equipment for- 
merly used to produce metal containers has been re-assigned 
to various other Continental plants in the area, according to 


Mr. Eggerss. 


BORDEN COMPANY HONORS POST 
Louis C. 


Vice President in charge of the Borden Company’s ice cream 


Post, executive assistant to Roy D. Wooster, 


operations, was honored recently for twenty-five years of 
service with the company. He was one of fifteen employees 
of the company’s national executive offices staff to receive 
diamond-set gold pins from Theodore G. Montague, Presi- 
dent of the Company, on induction into the Borden Quarter 
Century Club at a banquet held in New York City. Also 
saluted were nine employees who have served forty years with 


Borden’s. 


PERSONNEL CHANGES AT KALVA 


The Board of Directors of the Kalva Corporation, Wau- 
kegan, Illinois, manufacturer of chocolate products, has 
elected Leon F. Szerlong President. He has been with the 
laboratory and research department of the firm for thirteen 
years, and for the past five years has served as Technical 
Director. Under Mr. Szerlong’s guidance, the present ex- 
pansion program will continue. 

Robert L. Close has been elected Vice President and will 
continue as General Sales Manager of the firm. He has 
been with the comany for thirteen years. Avery M. Bishoff, 
Jr. recently resigned as Vice President of Kalva. 

Kingsley P. Karnopp, Vice President, has been associated 
with the firm since the time that it was founded. He is 
now zone manager of the north midwestern states. Al Willi- 
ford has been associated with the firm for the past two 
years and is now zone manager of the states of Illinois and 
Indiana. Glenn Olson will and 


Donald Maxwell, who has been associated with the corpora- 


continue as Treasurer 


tion for fourteen years, will continue as production manager. 


PROMOTION SPONSORED BY LAMSTON’S 


A “Lucky Angels” promotion has created great interest 
and proved to have good drawing power, according to 
(New 


York) store. Lamston’s fountain manager is James Stark. 


Phineas Marcus, Manager of Lamston’s Jamaica 


The “Angel” promotion came in a triple package: window 


display; “Lucky Angel” sundaes; and a “Lucky Angel” 
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prize contest. The window display, by Lily-Tulip Cup Cor- 
poration’s James Wheaton, helped create attention and foun- 
tain trafic. Customer interest was further stimulated by 
the tie-ins. The “Lucky Angel” promotion started September 
6 and ended recently. 

“Our Fountain Service is Clean Enough for Angels, Fea- 
turing Heavenly Sodas and Sundaes in Immaculate Lily 
Cups” was the slogan. The display was located (see accom- 
panying photograph) in the 8!’ high, 10 wide, and 3! 
deep window. Three angels rotated down toward a seven- 
inch dummy soda fountain in the left rear of the window 
to sip soda (at 2', RPM with a six-second pause at the 
soda). As an angel approached the soda, a “littlest angel” 
popped up to watch through the counter. In the left fore- 
ground were a dummy Mixrite cup and holder approximately 
40° high. The right rear was occupied by a Mixrite dish, 
22° high, from which two more angels were suspended, with 
the “cloud.” 

Tying in with the intensive window display, “Lucky Angel 
Sundaes,” especially created for the occasion, were featured 
throughout the store and window. The sundae contained 
two dips of ice cream in a paper sundae dish, cookies, a 
cherry ring, and candy disc to shape an “angel” out of ice 
cream. It was priced at twenty-five cents. 

Fountain customers participated in daily drawings, and 
a grand drawing. The prize was a wicker basket filled with 
a home dispenser and packages of Lily cups. 


NATIONAL DAIRY WINS “OSCAR” 


For the third successive year, National Dairy Products Cor- 
poration has been judged as presenting the best annual re- 
port in the dairy products industry by the independent board 
of judges in the Financial World survey. 

The bronze “Oscar of Industry” trophy was presented to 
L. A. Van Bomel, President of the company, at the annual 
awards banquet at the Hotel Statler, New York, on October 
29. 

National Dairy’s annual report for 1950 was distributed to 
65,000 stockholders living in every state, in territorial pos- 
sessions of the United States and in some foreign countries. 
Ir was the company’s twenty-seventh annual report. 

A total of 5,000 annual reports were considered in the 
competition, the eleventh in the series of surveys, and these 
were judged in 100 industrial classifications for the “Best- 
ot-Industry” awards. 
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BOWMAN WINS PR CERTIFICATE 


In recognition of a two-day “Employees Convention” and 
Open House, Bowman Dairy Company, Chicago, was pre- 
sented a certificate for outstanding Public Relations by the 
American Public Relations Association at its annual conven- 
tion in Philadelphia, November 14 and 15. Organizations in 
all parts of the United States and in practically every field 
of social and commercial activity vied for the 1951 Awards. 

Bowman’s “Employees Convention” was held in conjunc- 
tion with the grand opening of the company’s new ice cream 
plant in Chicago. 


FIRM REVISES EARNINGS FIGURE 


Since the release of Container Corporation of America 
earnings on October 16, the 1951 Revenue Act was enacted 
and became effective retroactively. The effect of this Act 
reduced the earnings reported for nine months ended Sep- 
tember 30, 1951, from $11,247,000 to $9,515,000; or $5.54 
to $4.66 per common share. The earnings reported for the 
three months ended September 30, 1951, were reduced from 
$2,310,000 to $1,989,000; or $1.12 to $.96 per common share. 


CITY PRODUCTS LISTS EARNINGS 
William J. Sinek, President of City Products Corpora- 


tion, Chicago, released recently the corporation’s nine month 
statement. The report shows net revenue from sales of 
$60,285,899 as compared with $55,227,088 for the same 
period in 1950. 
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WEBER LINE 1 


Weber Showcase and Fixture Com- 
pany has published a booklet in which 
the firm’s line of ice cream cabinets is 
illustrated and described. Features and 
specifications of the Roll-A-Door, Dis- 
play-Rite, Spot-Rite and Frozel cabinets 
book let 


are discussed Copies of the 


- 
afte available on request 


“CLARKCOLD” PLATE 


A new ringless ice cream pie plate, 
developed atter months ot experiments, 
is the latest offering of Clark Products, 
Inc. Principal claim for the plate is 
thar, while dispensing entirely with the 
metal ring, it preserves the structural 
rigidity essential for use in the ice 
cream and dairy industries. 

This “Clarkcold” plate, measuring 
seven and one-half inches in diameter 
and designed ror use with the standard 
trozen dessert box, is stocked in ready 
supply at the company’s twelve ware- 


houses. 


STEELCOTE COATING 3 


Steelcote Manufacturing Company 
| 
has introduced a stainless stee| coating 


tor metal surtaces that reportedly pro- 
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| New Products 





tects against rust, corrosion and other 
types ot deterioration. It is designed 
for machinery that should be made out 
of stainless steel but isn’t due to present 
shortages. 

Packed in one and five-gallon con- 
tainers, the coating can be applied with 
brush or spray gun. It dries for han- 
dling in thirty to sixty minutes, and 
four 


1 
permits regular use in three to 


hours. 


PECAN CHART 
The R. E. 


nounces the publication of a new, full 


Funsten Company an- 


color pecan grading chart, which repro- 
duces the various sizes of shelled pecan 
pieces and pecan halves. A copy, for 
use in determining the size pecan halves 
or pieces best suited to your needs, will 
be mailed upon request. 


ESKIMO KOOLER LINE 


Eskimo Kooler Corporation currently 
is manufacturing a complete line of 
frozen food and ice cream merchandis- 
Pictured 


EGF-11, dimensions of which 


Ing cabinets. above 1S the 


Mode! 


INFORMATION PLEASE- 


To New Products Department, 
Ice Cream Field 

19 West 44 Street 

New York 18, N. Y. 


I would like to know more about the 
following New Products mentioned in 
the December issue. 


(Print Identifying Numbers ) 
Gate Oe, eee, eee vest 


are fifty-six inches (length) by thirty 
(width) 
(height) . 


inches by fifty-eight inches 
“added 
superstructure, heavy gauge, one-piece 
welded cabinet, 
heavy gauge, galvanized inside liners 


Features include an sales” 


electrically outside 
that are watertight, six refrigerated 


compartments, slots for merchandise 
listing, plug-in installations, and others. 
Literature and additional information 


are available on request. 


DIP CONTROL UNIT 


A new scoop that enables soda foun- 
tain operators to control the amount of 
ice cream dispensed in each dipper is a 
product of de Leo Controls, Inc., and 
is named the de Leo Dip Control. 

The eftectiveness of the de Leo Dip 
Control is said to have been demon- 
strated by a large ice cream retailer in 
Los Angeles who conducted extensive 
tests. Percentage-wise, the tests showed 
that the number of servings per gallon 
was increased more than _ twenty-five 
percent when controlled dipping was 
used. 

The unit is designed to fit on the lip 
of any standard type of fountain ice 


cream container. It does not intertere 





hainal 
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with dipping in any way but tends to 
keep the ice cream level and prevents 
telescoping. The dip control unit con- 
sists of an arc shaped scraper supported 
trom the rim of the can. After the dip- 
per has been filled in the regular fash- 
ion it is raised vertically across this 
scraper and excess ice cream is removed, 
leaving a smooth, slightly rounded sur- 
tace projecting above the dipper 

Construction of the unit is of chrome- 
finished steel with a stainless steel 
scraper. Spring steel clips hold it firmly 
in place on the lip of the container. 
Cracks and crevices have been held to 
a minimum so that cleaning is a minor 
problem. 


RAMSEY TOPPING 7 


Ramsey Laboratories is offering a 
marshmallow topping for use in take- 
home tie-in sales. Packed in small jars 
for use by consumers, the topping is 

ee ‘7? ? 
described as “ideal” as a combination 
item with half-gallon packages of choc- 
olate ice cream. Prices and additional 


information are available on request. 


WEATHER-ALLS 


Walter Beard Associates has devel- 
oped an insulated suit designed for use 
by hardening room personnel in ice 
“W eather- 


Alls,” these suits feature Jen-Cel-Lite 


cream plants. Known as 
air cell insulation, described as a “tem- 
perature controlling material.” 

The “Weather-Alls” are hand-wash- 
able and may also be dry-cleaned. Their 
weight and design permit wearing over 
light underwear and under summer- 
weight coverall or shirt and pants. 

Literature and additional information 
are available on request. 
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TYLER CABINETS 9 


Tyler Fixture Corporation has an- 
nounced the availability of a complete 
line of open self-service frozen food 
display cases. 

Among the features cited by the 
manufacturer are porcelain front, built- 
in heat exchanger, four inches of in- 
sulation in the walls and five inches in 
the bottom, automatic defrost system, 
zinc coated welded steel construction 
with all seams and corners hermetically 
sealed, and others. 


IT TAKES THE BEST TO MAKE THE BEST 


CHOCOLATE PRODUCTS COMPANY 


741 KOHLER STREET, LOS ANGELES 21 


415 WEST SCOTT STREET, CHICAGO 10 


Pictured above is the frozen toods 
and ice cream section, including 144 
feet of Tyler cabinets, in the Fairway 
Market, a California super market. 





ICY-OIP — A good, economical chocolate liquor coating 


QUIK -KOTE — (fost dry). Same as ICY-DIP, but mode for high 
speed production 


KAYO —A biend of better chocolate liquors — quality ot on 
economical price 


KAYO SUPER — (fast dry). Same as KAYO, but mode for high 
speed production 


BROWN DERBY — A superior blend of chocolote liquors. Noted 
for flavor, appeal! and croma 


BROWN DERBY SUPER — [fast dry), Same os BROWN DERBY, 
but made for high speed production 


SUPREME — The supreme in chocolote liquor coatings — nothing 
finer at ony price 


CO-ED — A mild, light colored cocting with exceptional taste 
BUTTERSCOTCH — Creamy, rich, butterscotch fovored coating 
FUDGE SAUCE — For variegoted ice cream, chocolate flovored 
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BAUMAN TALK 10 


Copies of a recent talk by J. N. 
Bauman, Vice President of the White 
Motor Company, on “Motor Trans- 
port’s Best Ally Is An Informed Pub- 
lic” are available on request. The ad- 
dress was made at the 1951 convention 
of the Motor Transport Association of 
Connecticut 


PINEAPPLE FLAVOR in 


For many years the flavoring indus- 
try has attempted to produce a syn- 
thetic pineapple flavor that would come 
close to that of the original fruit. An 
announcement trom Albert Albek, Inc.., 
manutacturers of food concentrates and 
flavorings, states that the firm’s labord- 
tory has produced a pineapple essence 
that captures both the favor and aroma 
of the fruit. Ice cream companies will 
receive samples on request. 


SUPERPLATE MANUAL 12 


Planned Maintenance Manual No. 3 
on Superplate equipment is the latest 
in a series of booklets issued by Cherry- 


Burrell Corporation to help customers 


keep their equipment in good operating 


condition. 

Its twelve pages are packed with eXx- 
plicit directions on installing, operating, 
inspecting, cleaning, and lubricating the 
Superplate, whether used as a cooler, 
heater, or Shortime Pasteurizer. 

The reader will find the answers to 
such questions as: How tight should 
What will happen if 
operating limits are exceeded? When 
is re-gasketing required? In the Shor- 
time Pasteurizer what may 


the plates he? 


cause the 
What 
may happen if the press is opened while 
the plates are hot? Why 
used to 
Numerous 


timing pump to lose capacity? 


shouldn’t 


steam 


alone he sterilize the 


Superplate? explanatory 


photographs and drawings are included. 


NESSELRODE FLAVOR 13 


Nesselrode ice cream, a flavor devel- 
oped by G. P. Gundlach & Company, 
is aimed in consumer direction for fes- 
tive seasons like Christmas, New Year's 
and Easter. 

Special favor of Nesselrode is ob- 
tained from the ingredients which in. 
clude Italian Marrons (chestnuts), peel 
from oranges and lemons, cherry and 
pineapple fruit and candied citron. 

A new point-of-purchase advertising 


88 


program is oftered in connection with 
the flavor. These include holiday dis- 
plays, Nesse! rode posters, domination 
sets and streamers in various sizes for 
walls, windows and backbars. 


HOWDY DOODY FAMILY 14 


Americana Enterprises Company, ex- 
clusive supplier of Howdy Doody ice 
cream and frozen novelties, announces 
several additions to its line. 


The Newly Weds Baking Company 
is now offering and promoting a three- 
color Howdy Doody ice cream cake 
roll carton. 

Bloomer Brothers is participating in 
the packaging program as is Marathon 
Corporation. Both are leading manu- 
facturers of ice cream containers. 

Empire Biscuits is participating in the 
Howdy Doody ice 
The Empire wafers will be used in the 


cream sandwich. 
manufacture of Howdy Doody sand- 
wiches. Empire’s special equipment and 
installations will also be available to 
manufacturers. 


American Paper Goods Company 1s 
manufacturing the Howdy Doody ice 
cream and sundae cups and lids. 

A complete Howdy Doody factory- 
packaged ice cream cone program has 


been developed and will be announced 
shortly, Americana spokesmen stated. 

The complete Howdy Doody pro- 
gram consists of frozen stick novelties, 
ice cream cups, pints and half-gallons, 
ice cream cake roll, ice cream sandwich, 
ice cream cone, and ice cream and cake 
individual portions. All products fea- 
ture premium offerings. 


RECOLD DATA BOOK 15 
The new Recold Pocket Data Book 


that was seen for the first time at the 
All-Industry Show in Chicago, is ready 
for distribution, according to an an- 
nouncement made by Harry Quinn, 
Director of Sales for Refrigeration En- 
gineering, Inc., whose company pub- 
lishes the book. 

The book contains fifty-two pages of 
commercial refrigeration and air con- 
ditioning equipment data and engineer- 
ing information. 


MERCHANDISING AID 16 


ICE CREAM 


- 


A new type ice-cream merchandising 
superstructure, with a back-lighted all 
plastic face for use on top of ice cream 
cabinets, has been designed and created 
by William Melish Harris Associates. 
Equipped with three full-color “Plasti- 
kolor Pix” transparencies and transpar- 
ent colored flavor strips, it will fit any 
make or size ice cream cabinet. Di- 
mensions are thirty-six inches long, 
twenty-one inches high, and four inches 


deep. 


“GAIL BORDEN” 17 


Joe B. Frantz is the author of a book 
entitled “Gail Borden,” just published 
by the University of Oklahoma Press. 
The book tells the story of the busi- 
ness man whose efforts were responsible 
for many important achievements in 
the dairy industry. 
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CUT-A-PAK 


A new idea in ice cream packaging, 
the Cut-A-Pak half-gallon container, 
has been introduced by Continental 
Can Company’s Paper Container Divi- 
sion. 

Designed to fit into the freezing 
compartment of any refrigerator, the 
cylindrical container is scored for cut- 
ting in two places. Each section holds 
one and one-third pints of ice cream, 
enough for the average family. The 
user cuts off the top-third of the pack- 
age, dips from it and replaces the cover 
on the reduced container. 

This self-reducing feature is con- 
venient both for storing and serving. 
With every use, the Cut-A-Pak takes 
less space in the refrigerator. There is 
no need to dig down to the bottom of 
a long container for the last portions 
of cream. The Cut-A-Pak features 
bright, all-over printing of the ice cream 
maker’s brand name and design in sev- 
eral colors. Merchandising aids for re- 
tailers also are available, it was an- 
nounced. 


NEW FILMS 19 


New ways to increase ice cream sales 
are presented in two color sound slide- 
films now being released by the Paraf- 
fined Carton Research Council. Each 
film offers a review of the selling points 
for packaged ice cream in drug and 
grocery stores. 

One film, entitled “Selling Ice Cream 
in Drug Stores,” reviews research facts 
from the recent National Drug Store 
Survey. Various methods druggists can 
use to boost impulse sales are illus- 
trated. 

The other film deals with the special 
problems involved in selling ice cream 
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in the retail grocery store. Its title is, 
“Selling Ice Cream in Food Stores,” 
and its purpose is to find new answers 
to the question, “Are you (Mr. Gro- 
cet) selling all the ice cream you 
should?” 

Both slidefilms are in full color with 
sound and are adaptable for either au- 
tomatic or manual sound projection. 


The showing time for each him is 


twenty minutes. Impressive photogra- 
phy and stories make them suitable for 
showing at dairy industry meetings and 
before retail drug and grocery groups. 
Ice cream manufacturers will find use 
for them as sales training aids and as 
sales tools for customer use. 

Either or both films can be obtained 
on a free loan basis from the Parathned 
Carton Research Council or any of the 
Council members. They may also be 
purchased. 


NEW GRC UNIT 


In announcing its new model SF-6- 
DX Streamfount ice cream or milk 
section which can be used in connection 
with its other Streamfount Fountains 
Sections, the Grand, Rapids Cabinet 
Company points to the fact that the 
unit employs two-thirds fountain type 
lids. The advantage of these lids, it is 
claimed, is that they provide ample 
space for the placing of malted milk 
mixers or malt dispensers on the work- 
ing surface directly behind the lids; 
a lower-level, more accessible position 
that enhances the efficiency of the oper- 
ator. 

The lids have stainless steel tops and 
bottoms, are die-stamped, and hermet- 
ically sealed with integral drip-proof 
hinges. The operator’s side of the sec- 
tion has a stainless steel facing, and 
stainless steel top with rolled rim and 
backsplash of the same material. Ir is 
fitted with sanitary, adjustable, off-the- 


floor legs, and is available in ten, twen- 
ty, thirty (illustrated) and forty gallon 
capacities. 


“BIG IDEA” 21 


“Big Idea,” Swift & Company’s new 
hlm of America today, is now being 
distributed to the public free of charge 
on a nationwide basis by Modern Talk- 
ing Pictures, Inc. 

The film has been seen by more than 
1,500,000 persons. More than twenty 
television stations have shown the film. 

“Big Idea” achieves documentary ef- 
fect in its portrayal of the liberties en- 
joyed by Americans of all walks of life. 
More than 130 Swift & Company em- 


ployees support a large Hollywood cast. 


REFRIGERATION UNIT 22 


Development of a new package re- 
frigeration unit for walk-in coolers has 
been announced by the Kool-Rite Com- 
pany. 

The units are designed for use with 
all types of perishables, including dairy 
products. 

Each unit—an entirely self-contained 
refrigeration plant — can be installed 
quickly and easily. The manufacturer 
states. When installation is complete, 
immediate refrigeration is obtained by 
plugging in to a standard electrical out- 
let. There are no valves to open or 
close when placing the unit in opera- 
tion. 

A special “super-cooling” design prin- 
ciple utilizes the condensate from the 


evaporator coil to cool the condenser. 


Dehydration of stored goods is elimi- 
nated by directional air flow control. 

Five sizes, 44, 1/3, “4, %, and I 
H.P. units are available. 
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are QUALITY ingredients. Write 


THI LimasciL malate isthe 6 finest Vanillas for Over 60 Years 
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Classified Advertising 
. : . 1 
FOR SALE FOR SALE: 1000 gallon Cherry-Burrell FOR SALE: Creamery Package Freezer 
Model SVS Holding Vat with s.s. cooling 300 gallons an hour; good shape, latest 
FOR SAI E: Rembhardt 60 mold brine coil; Creamery I ackage Fruit Feeder; 60 model, belt driven; Rich Ice Cream Co., Inc., 
tank. 2 “2 ind | 5x SCP and 150 gallon Cherry-Burrell and Creamery 418 Pratt Street, Buffalo, New York 
eo Wee ; 
compressors. Condenser and receiver am Package Continuous Freezers; 40 qt gp 
monia piping for hardening room WY ill sé I] a. : ag ¢ weer yer Bt ‘ h an< FOR SALE: Complete installation tor 
separately Write Matheos, Spencerport “ rillnags vy csiies 10 150 on oe >50 stick-bar manufacturing: 40-mold brine tank, 
a en at d oy P we “400 r 4 doz. single 3 oz. molds, 4 doz. twin 4 oz 
yi 8 ao > £ n . 
| -endl~sacer age pasar “a 5S " molds, 4 doz. Colund stickholders, stick 
FOR SALE: Brand new 1951 °4 ton Ford Cherry-Burrell s.s. Spray Pasteurizer; 125 to sorter, Giller and dispenser, defcaster, 2 chill 
) eo ‘e > | > "? : »| » Sih) , +o , . 4 . ' ° . Aes 
ae . d Delivery Truck—3 plates 150 eee sony “a or \V on seaneie, £4.& £. eunemetic banne, couesed 
iH nit-—4 doors A Diamond, | 6 fe. Combination Direct Expansion Cooler, conveyors, dip tank, etc., with all needed 
Ninth Se. Jersey City, N. ] 46 s.s. tubes; Bagby Two Flavor Ice Cream electric switches. regulators. et Complete 
Filler; Bump Nickle Alloy Ice Cream Pump; ep ° ss aa . he ; 
FOR SALE: One-horse Br: — et cost new installed $26,000, in May, 1950 
A a :: One-horse Brunner Compres Bottle Washers, Surface Coolers, Separators, Raden mn in, SOM camel Be anal 
| i , ,? ce, ‘ + yas * puar: PC Mi 
sor, water-cooled. Like new. Box 409. Ics Clarifiers, Vacuum Pans, Pumps, etc. Write workin yndition. P O. Box 12, Oak Park 
i , y | . 4 ; y ac 4 ~-*s « ‘ . 
Cream Fiero, 19 W. 44th Sct., New York or wire your requirements. Lester Kehoe Illinois. 
18, N.Y Machinery Corporation, 1 East 42nd Street, 
. i ge ~ te : 
) : ' New York 17, N. Y. Telephone-—MUrray FOR SALE: 1951 Ford ton vending 
FOR SALE: Ice cream business in subur Hill 272-4616 
' ¥ . trucks with insulated bodies, either cab or 
b in € ock County. Illinors Lox ated twenty t R on able \ Diam ynd 177 
; : : ye pe ‘ ra amond, 
miles trom (hn ipo Mostly wholesale Box FOR SAI E: t sed Anderson Mold Filler Ninth St ] ac t N J 
, ’ iNint wt., ersey “ity, iNew jersey 
408, Ice Cream Fiero, 19 W. 44th Sr, $400 Used Anderson Stick Dispenser a yan y . 
New York 18, N. ¥ $500. Stick Assorter $85. Used Anderson FOR SALE: Complete vending business 
Cup Filler, Cup Dispenser, capper $750 7 trucks, 3 carts and fully equipped novel: v 
FOR SALE: Tolan Speed Coater for coat Also stick holders, bag blowers, molds manufacturing plant. Upper New York 
ing bars i eeciece & Cupid Ice Cream Co.. 2449 W. McMicken State. A terrific deal for party who knows 
iny Oars nad su kers. eo) ind new cheap: I 
Rich Ice Cream Co.. Inc.. 418 Pratt Sereet Ave., Cincinnati: 14, Ohio vending business. Sales can be tripled Box 
Buftalo wt w York . . . , . 397, Ice CREAM Fret p, 19 44th St, 
awe FOR SALE: Vilter Compressor 11 x New York 18, N. Y 
: Ll direct connected to a synchromous 
. ° } 1! | ; _ . . ~ . Tv. /. ” ” . 
FOR SALE: Stitcher-Heller; wide bottom motor 150 HP. Installed NEW in 1948 FOR SALE: “York 14” x 11 VS.A 
inf ’ Mange gate ind 50 packages of but run only approx. 2 or 3 months each Ammonia Booster Compressor, belt drive, 
sure clinch staples; mever used, cheap; Rich year since. Excellent condition. Can be force feed oiling system, — like new 
Ice Cream Co., 418 Pratt Street, Buffalo seen and operated at Vigo Ice Company, Box #354, Ice Cream Fierip, 19 W. 44ch 
New York 120 N. Water St., Terre Haute, Indiana St.. New York 18, N. Y 
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Over 25 Years Experience Preparing 
Stabilizers for the Ice Cream Industry 


It is the QUALITY of the ingredients that makes a 
QUALITY product. Let us prove that National Stabilizers 
and Emulsifiers for Ice Cream, Sherbet and Fruit Ice 





C ompran Y 



















Nonille 
pranilia 








6310 LINCOLN AVE., MORTON GROVE, ILL. 
now for samples. 





CHICAGO 8, ILL. 
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Classified Advertising 


FOR SALE: Creamery Package Freezer HELP WANTED: DISTRICT SALES 
10 gallon an hour; Brine refrigeration, 3 MANAGER. Past sales record must wat 
horsepower motor, cheap. Rich Ice Cream rant taking over entire State of Illinois to 
Co., Inc., 418 Prate Street, Buffalo, New contact key soda fountains and jobbers, 
Y ork producing an annual income of $12,000 

Commission. Predecessor promoted. Age 
FOR SALE: Lamson “Popsicle” bagger lumit 35-45. Car necessary. Drawing a 
with automatic release; Anderson stick plac- count against interesting commussion ar- 
er; General Mills pint box former; Model rangement. Apply to Food Producers, Inc., 
D)—Fitzpatrick comminuting machine; auto 515 9th Avenue South, Minneapolis 4, 
matic “Popsicle” dipper Box 410, Ice Minnesota. Manufacturers of JUBILEi 
CreaM Fiero, 19 W. 44th St., New York Fountain Fruits, Fudges and Syrups. Ap 
18, N. ¥ plications from qualifed men interested in 

East and West Coast territories will also be 


consid ed 
HELP WANTED _— 
HELP WANTED: Experienced pas- 





Rates 


RATES: machinery, equipment and 
supplies for sale or wanted to buy, 
6c a word [including address) for 
each insertion: help and positions 
wanted, 2c a word [including ad- 
dress}. Bold face type double regu- 
lar rates. Add 25¢ per month for 
use of box number to cover handling. 
Minimum charge $1.00. 











teurizing man. Must be able to make 
his own laboratory tests. Steady posi- ; es , 
tion. Plant located in Chicago, Illinois. DO YOU NEED A SALES 
Box 404, ICE CREAM FIELD, 19 W. MANAGER: 

44th St., New York 18, N. Y. I Want A Challenge— 


HELP WANTED: Salesman—with fol- To sell a worthwhile product to 
lowing among ice cream manufacturers, to ice cream manufacturers. Can 
represent nationally-known firm selling to you use a man of 25 years ex- 
ice cream manufacturers. Strong promotional perience and contacts? I have 
line backed by advertising. Box 316, Ics a proven sales record on supplies 
Cream Fieip, 19 W. 44th Se, N. Y. 18, and equipment. Prefer Midwest 
N. ¥ or will relocate if necessary. Write 
HELP WANTED: Ice cream maker for in confidence. Box 406, ICE 
CREAM FIELD, 19 W. 44th 
Street, New York 18, New York. 


modern ice cream plant. State age and 
qualifications. Box 407, Ice Cream Fiero, 





19 W. 44th St... New York 18, N. Y 











HELP WANTED: Production man to 
take complete charge of ice cream pro- 
duction. Plant located in Illinois and 
producing about 600,000 gallons an- 
nually. Steady position. Give reference 
and experience for the past ten years. 
All information will be kept strictly 
confidential. Box 403, ICE CREAM 
FIELD, 19 W. 44th St., New York 18, 
ie Be 


WANTED TO BUY 


WANTED TO BUY: Vendo Dairy- 
Vends—Coin operated. Cobb Company, 
102 Sixth St., N.E., Atlanta, Georgia 


WANTED TO BUY: Used automatic 
sundae cup filler and capper. Critic's, 494 


N Goodman St., Rox hester, N Y 





YOUR SALES WILL SPIRAL...WHEN 
YOU PUT A NEW 


TWAS F 


INTO YOUR VARIEGATED ICE CREAM 


Now Flavoripe guarantees you a properly stabitized syrup that WILL 
NOT BLEED 1WIST — acclaimed by ice cream manufacturers 
for its rich, true flavors. 


(‘TWIST butterscotcn actually contains large quantities of high score 

sweet butter and heavy dairy-fresh cream: all fruit flavors are made 

with sun ripened, rcal luscious fruit! That's why TWIST is boosting 
variegated ice cream sales throughout the country.) 


5 Distinctive TWIST FLAVORS 


Dozen Dozen 

e CHOCOLATE TWIST $21 e STRAWBERRY TWIST $3' 

e BUTTERSCOTCH TWIST $23 e PINEAPPLE TWIST $27 
RASPBERRY TWIST $32 


Note: All flavors are packed in 210 tins (Sufficient to flavor 15 
gallons of ice cream). Also available in 502 pails. 


WRITE TODAY FOR A TRIAL ORDER 
All shipments f.o.b Pittsburgh. Up to $1.00 ewt. freight allowanes 


THE FLAVORIPE CO.,1Nc. 


bees 





you’re not a user of OADCO 


PER IMPRESSION 


*"tOW COST 


STREET 


ADVERTISING 
DISPLAY CO. 


118-124 WEST PEARL 





THE 


of OADCO 


Any concern 


illuminated displays you haven‘t 


experienced LCPI* results. 


who hes ever used a point- 
sign 


References 
of sale 
monvfacture. 











44th and POST STREETS PGH 1, PA. 
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Index to Advertisers 


Alloy Products Corp. 31 Hooton Chocolate Co. 75 





Alpha Aromatics, Inc. 32 Horner Sales Co. 66 
Ambrosia Chocolate Corp. SS Biudeon Mfg. Co. . 90 
American Food Labs. Il Ice Cream Novelties, Inc. 21 
Ameri Ice C handist il ae ’ 
merican Ice Cream Merchandising Counci 67 Illinois Baking Corp. 15 
American Paper Goods Co. 53 
Kelco Company 4th Cover 
Amerio Refrigerating & Equip. Co. 50 
Kimberly Hotel 64 
Anderson Bros. Mfg. Co. 2nd Cover 
King Company 42 
Anheuser-Busch, Inc. 12 
aif Balch Flavor Co. 65, 71 aamepens: Cooter a 
Barry & Baily Co. 37 Lowe Corp., Joe 9 
° s 
Beck Vanilla Prod. Co. 66 Ludwig-Lockhart Co., Inc. 64 


Cherry-Burrell Corp. 13 Mahoney Extract Co., S. H. 7 






Chicago Stainless Equip. Corp. 18 Marlo Coil Co. 6 
Chocolate Products Co. 87 



















Masseys Vanillas Inc. 28 
i Creamery Package Mfg. Co. 92 a om 69 
Dairy Credit Bureau 79 
i Meyercord Co. 39 
$ Dole Refrigerating Co. 57 
cers ae Morris Paper Mills 33 
i Empire Biscuit Division 27 
Fenn Brothers 3rd Cover Nash-Kelvinator Corp. + 
Flavoripe Company 91 National Pectin Products Co. 90 
Foote & Jenks, Inc. 59 Nelson Mfg. Co., C. 49 
Fulton Engineering Co. 38 Nestles Chocolate Co. 79 
General Equipment Sales Co. 14 Newly Weds Baking Corp. 35, 36 
Germantown Mfg. Co. 8 Ohio Advertising & Display 91 
Gundlach Co., G. P. 75 Pitt & Sons e M 51 















Savage Arms Corp. 3 
Schaefer, Inc. 22, 23 
Scoop-Rite Co. 34 
Smith Co., J. Hungerford 25 7 
Stein, Hall & Co., Inc. 30 














Sterwin Chemicals, Inc. 17 j 








Vanilla Laboratories, Inc. 44 





Van Leer Chocolate Corp. 58 





Vendo Co. 56 
Virginia Dare Extract Co., Inc. 47 
_ Welch Specialities, Mary 68 
Young Co., B. 29 
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TESTING Tells the Tale! 


Pick BUTTER BRICKLE*, the big fourth-place flavor-winner, and you'll 


Midké more money 
































FOR 10 LBS.— 
ENOUGH FOR 


ul 


Starting from modest test runs, BUTTER BRICKLE Candy Flavored 


Ice Cream has won its place up there with the “big three’ flavor 
leaders month after month, year after year. Substantial manufac- 
turers in many areas have made BUTTER BRICKLE an a//-year fourth- 
or-betrer seller. Names on request. Use the coupon below and 
make the test that will show you the way to digger volume and prefits 


FREE ADVERTISING HELPS 


For your test run On BUTTER BRICKLE Candy Flavored Ice Cream 
you are provided enough beautifully lichographed full-color posters 
to show in stores where test sales are being made. When you expand 
to full-territory coverage you get not only free posters, but recorded 
radio spots and choice of excellent newspaper ad mats. Start now 
— watch BUTTER BRICKLE sales and profits climb all season 


“MADE BY ICE CREAM MAKERS FOR ICE CREAM MAKERS" 


SRUTTER BRICKLE is the exclusive Trade Mark of Fenn Bros... Ine. 


FENN BROS., INC., SIOUX FALLS, SOUTH DAKOTA 


Please ship one 10-pound tin of FENN’S BUTTER BRICKLE Candy ice Cream 
Flavoring on money-bock guvorantee. Price 58c per pound, F. O. B. Sioux 


{ Falls, S. D. 

FIRM 

ADDRESS 

CITY ZONE STATE 
BY 


r-------------- 
I 


(Tithe) 
NOTE: Regular 27-pound tins of BUTTER BRICKLE sell for 53¢ per pound 
On orders for 4 tins (108 Lbs.) of more, freight will be prepaid to any 
point in the U.S 





SATISFACTION... OR MONEY BACK C.-12 i 
osienall 





DARILOID* 
DARILOID XL 
DRICOID* 
DRICOID XL 


Stabilizers and Stabilizer-Emulsifiers 


to meet all plant requirements. 


DARILOID 
REFINED 


Re tet POETS ET ER NPS BEN I FS ct LO IRS 
Hy On meee wk a3 





CONSUMERS PREFER ICE CREAM 


“ NATURAL BOY 


STABILIZE WITH DARILOID OR DRICOID 


Across the counter or over the table, consumers praise ice cream 
that has NATURAL BODY. That's the kind of ice cream you 
produce when you use Dariloid or Dricoid in your mix. Stabilized 
with Dariloid or Dricoid, your ice cream is “cool tasting” and 


refreshing ... smooth in texture, firm in body, free of stickiness. 


Find out why Dariloid and Dricoid lead all others in gallons of 


ice cream stabilized. Write or call our nearest 


regional office for a trial test. 


PRODUCTS OF 


COMPANY 


20 N. Wacker Drive 31 Nassau Street 530 West Sixth Street 
Chicago 6 New York 5 Los Angeles 14 


Cable Address: Kelcoalgin — New York 





